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|TWO- "HEADED GOD OF S 


Like the Roman god Janus, the modern god ot Sum- 
— , mer Sport has two heads—baseball and golf. Nearly every- 
ie one worships one or the other. Everyone is either a 
baseball or golf enthusiast. Sometimes, both. Most 


LOUISVI LLE people play baseball when they are youngsters and golf 
Sy Reve] 3° when they are grown. What a vast market these wor- 
shipers make. What an excellent hook-up it is to sell ) LA M 
the famous Louisville Slugger Baseball Bats, used almost 
‘Bats exclusively by all clown ai to also sell Grand Slam Golf WATT OX) 
Golf Clubs, made by the same manufacturer. te 
The same resources in the selection of wood, the same wy 
skill and care in manufacturing that have built the SS: 
Louisville Slugger reputation, have created Grand Slam 
; Golf Clubs—clubs so scientifically designed and thorough- 
MME hee ly matched that ig develop greater precision and uni- 
; ae formity in playin Bring more followers of summer’s 


two-headed god o sport into your store by carrying both 
Grand Slam Clubs and Louisville Slugger Bats. 


HILLERICH & BRADSBY CO., INCORPORATED, MFRS., LOUISVILLE, KY. 











*® NATIONALLY ADVERTISED 
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LAWN MOWE 








Eclipse Nation Wide Direct Service 


N ECLIPSE Dealer can always secure 
quick, convenient delivery from the 
network of Eclipse warehouses scat- 

tered from coast to coast. No Eclipse dealer 
is ever penalized, at the peak of the lawn 
mower season, by “‘delayed”—“overdue”— 
or “in transit” shipments. 

This modernized system of distribution, coupled 
with the fact that Eclipse builds a complete line of 


mowers unequalled in features, value or performance, 
places the Eclipse dealer head and shoulders above all 





eepy on : : 
ECLIPSE MODEL “H competition. It offers a real opportunity for profit in 
One of the Eclipse leaders—Ball bearing—quality lawn mower sales. 
built—patented “Goose Neck” adjustment—self 
sharpening—10” wheels. Write for catalog show- Write or wire today for complete details regarding 


ing th lete Eclipse Line which includes a : : . ° ‘ 
wits — ot sntheds anh omens cans amen the Eclipse exclusive selling franchise and our nation- 


demand. wide direct service. 
Address Department H. A. 


ECLIPSE MACHINE COMPANY, Prophetstown, IIl. 
ee ee 


HARDWARE AGE, published every week by the IRON AGE PUBLISHING CO., 239 West 39th Street, New York, N. Y., U. 8S. A. Established 1855. Entered 
as second class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. (Printed in U. S. A.) $3.00 per year. Single 
copies 25c. each. Vol. 125, No. 11. 
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To be 


they must be 
easy sellers. 





MORE AMES SHOVELS ARE 
SED THAN ANY OTHER KIND 








Here they are - 


Genuine O. Ames Four Star, 
Ames 3 Star and Ames 2 Star 


Shovels, Spades and Scoops. 








AMES SHOVEL AND TOOL COMPANY 
NORTH EASTON - MASSACHUSETTS -- --- ANDERSON - INDIANA 


3754 
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® In this illustration the cut-away motor castings show the ex- 


4 tra length motor-shaft bearings with oil guards, wool-yarn 


oe & | : F rs | n ® packed lubricant reservoirs and precision-cut oscillator 


&) gears. Such exceptional construction ensures the highest 


Pe r f O ir m Ps | n Cc Ee 4 performance efficiency and long satisfactory service. Every 


Wagner Fan you sell will justify your recommendation. 


 %? 


New prices, new models and new sales helps for 1930. 


Ask for details 


WAGNER ELECTRIC CORPORATION 


6400 Plymouth Ave., St. Louis 
Sales and Service in 25 Principal Cities 
PRODUCTS - . FANS... SEeKk . . . WAU: .. « SERANG 


TRANSFORMERS .. POWER... DISTRIBUTION ... INSTRUMENT 


A MOTORS .. . SINGLE-PHASE ... POLYPHASE . . . DIRECT CURRENT 
61-6232-3 











HARDWARE AGE for MARCH 13, 1930 
























Quality Plus Advertising 
Sells this Fence for You 


First, of course, is quality—value that has been recognized for 
many years as the best possible investment for fence dollars. 
Farmers prefer American Steel and Wire Company Zinc-Insulated 
Fences and steel posts because of their longer life and greater 
economy. 

Second, is the national advertising back of the fence—dealing 
directly with the farmers problems, it points straight to your 
store and makes it fence headquarters in your community. 

So—if you are not handling Zinc Insulated Fencing or our Steel 
Fence Posts—write today for full details. A real profit opportunity / 
awaits you. 







| 








Zinc Insulated Fences 
Steel Fence Posts 
American Steel Gates 
Protector Poultry Fence 
Union Lock Poultry Fence 








Banner Poultry Fences Am = 
Poultry Netting WI! 
Nails, Staples, Barbed Wire Se Oe = 7 Bi 
Wire of all kinds : ; ij 


\) , ae a AY €é AL: pti by eed Tl 168 GARNI AES In 
ae Se i ee 8 See | 


or a a te 8 Oh Gs VOT ee . - o Res ile Wy 


AMERICAN STEEL & WIRE COMPANY 


ye § CORPORATION 2 
208 S. La Salle St., Chicago UBSIDIARY SUNITED STATES STEEL 7 -ORPORATION 





30 Church St., New York 
Other Sales Offices: Atlanta Baltimore Birmingham Boston Buffalo Cincinnati Cleveland Dallas Denver 
Detroit Kansas City Memphis Milwaukee Minneapolis-St. Paul Oklahoma City Philadelphia Pittsburgh 
Salt Lake City St. Louis Wilkes-Barre Worcester 
U. S. Steel Products Co.: San Francisco Los Angeles Portland Seattle Honolulu 
Export Distributors: United States Steel Products Co., 30 Church St., New York City 
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FOR THE 


HARDWARE STORE ED 


HERE'S a new idea in 






paint merchandising. A new 





highway to paint profits. A 







sure, safe way to build a 


steadily increasing paint 





business. 


Years of faithful service 
—of pioneering in 
the hardware field 

are back of this 
trade-mark 





Today— as always in the past 
—it identifies the best in hard- 
ware and kindred products 














The Simmons’ plan fits your 
paint stock specifically to the 
buying habits of yo-r locality. It 
condenses your stock and re- 


AINT is a volume line right- 
fully belonging in the hard- 
properly handled, it 





will pay big dividends. 


Months of experiment and duces your investment. Yet it 


many thousands of dollars have increases its display value. It 


been spent by the Simmons forces your customers to think 


of paint when they enter your 


HardwareCompany in perfecting “ The recollection of quality remains 
* oe ” long after the price is forgotten.’’ store. 
modern merchandising methods per Ay hy cme 


Regardless of what paint you 
are handling, it will pay you to 
investigate this new and better 


and in fitting the line in as a 
profitable unit in the hardware 
store. 

The plan has already proved 
its money-making value for hun- 
dreds of hardware merchants. 


selling plan. 
Write, wire or phone for full 
particulars. 


And remember that the quality in Simmons-made 
paint must be THERE. Its quality must protect the 
good will of millions of consumers who buy nearly 
60,000 other hardware items bearing the same name. 
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Build Sales Around 
This Advertised Line 


DEALER HeLPs! 
Now is the time to “‘cash in” on the vast a |} SP. 


ready-made market for U. S. Poultry Fence 


Use this nationally advertised netting as the 
leader in your drive for ALL poultry supply 
business! Use it to attract new customers! 


Makers also of 


IMPERIAL 


Farm Fence 






! Use 
it to increase sales and profits! 
onscas Seige “Tie in” Jocally with the U. S. national adver- 
Steel Posts tising campaign now running in leading farm and 
Cees poultry publications! Display U. S. Poultry Fence 
Flower Border at the point of sale! 
Trellis 


You will be surprised 
at its pulling power. 


— us urge that you check your stocks today! 


ee that you have an ample supply of U. S§ 
Poultry Fence to meet demands! 





— Then go after the poultry netting and poultry sup- 
\ ») ply business in your community! 


\ 4 mail The FREE U. S. Dealer Helps---newspaper 
Wrenn | | electros, window cards, envelope enclosures--- 
\ ati will attract this profitable trade to your store and 


put money in your cash drawer. These adver- 
tising aids are yours for the asking. 


AN Indiana Steel & Wire Company 
oe i . 


Muncie, : : Indiana 
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Quality First— 
Then Price 


EALERS should realize the econ- 
omy of selling goods from the 
standpoint of quality rather than price. 


fairly priced, is the most economical 
to sell. Our Tubular and Clinch rivets 
are made and priced in this way. 
Dealers will find it decidedly to their 
advantage to carry a full stock of all 
sizes. There is a distinct satisfaction 
in offering your trade the highest 
quality product on the market. 





Pacific Coast Representative 
J. T. McDEVITT 
Postal Telegraph Building, 
San Francisco, California. 


Oftpproved / 


————by the keenest 


buying brains in the country 








TUBULAR RIVET & STUD 
COMPANY | 


BOSTON 






‘The largest 
factory inthe 
world devoted 
lo the manu~ 
facture of 








A product that is made well, then i 





































——ran 
SST File 
78 
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Have you overlooked this new, 
good looking floor protector? 


“Drive-On” Features 


1 Sharp edged hollow tube drives 
on without boring a hole. Gives 
positive grip. 

- Flexible joint permits tilting fur- 
niture. The broad base remains 
flat on floor. 


3 Smooth, broad, base of unbreak- 

able Atlasite,spreads weight, adds 

finished appearance. Save floors. 
Slides smoothly. 





The 
“Drive-On” 
NoMar 








This is the steel driving tool that is 
packed with each set of “Drive-Ons.” 





Display this item—it means 


year “round profit for you! 


National advertising is selling this of Bassick furniture rests can meet 
product to your customers. NoMar any requirement... “Drive-On” No- 
rests spread weight, save floorsfrom Mars for furniture not bored for 
gnawing furniture legs, slide smooth- casters . . . “Socket” NoMars for fur- 
ly, and add finished appearance. No niture that has socket holes .. . 
wonder housewives buy them on “Casters” forall purposes. That makes 
a complete line up 
for perfect floor 
protection—a com- 
plete new service. 





sight. 


With “Drive-Ons”’ 
in stock, your line 





An open table display of casters and 
NoMar Rests will increase your sales. 











THE BASSICK COMPANY, Bridgeport, Connecticut 


Bassick 


For 34 years the “buy-word” for fine casters and furniture rests 
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& Checking Points 


for the Shovel Buyer 


LS LLL LD Le 








ai-teemires-@ harder steel to counteract the 


d - mld fee ameurately bydhard@ess testing machines through 
l a Hardness and the Wood process. Thereffhould also b 


- sufficient toughness to keep 
—a ‘4 ¥ Toughness shovels from becoming britd i Every Woo 


shovel is carefully Brinnelled 
for hardness. (Do not use a Mgat treated slipyel for handling hot material.) 




















¢«c 


Upon the proper weight and ba , iC 
Balance (We will help you conduct tests dpehi 
of shovel, from the scores of styles 
of requirements.) Wood shovels a 
A wide, roomy, comfortable sho 
resting. (We unhesitatingly reco 
Watch this. Many shovel manufact 
Uniformity product. Consistency and uniform 


no knuckle squeezing, no pinchi 
(Wood's shovels owe their exact ung 





a the efficiency of human labor. 
Mature, or recommend the right type 
e by Wood, if you will give us details 
=_— weight and perfect balance. 


i. 





ndle means faster shoveling, less 
id the “Moly-D” handle. There is 
mimo cold, rough metal to touch the 
yent splitting.) © vw wv vw wv 


Grip 


hand. The strain is cross grain tq 








The step must have sufficient strenggb to reduce strain upon the shovel blade 


i } 
or the shoveler’s shoes. (Wood’s patented turned step actually strengthens 
Ste he shoveler’s shoes. (Wood ed turned step actually strength 


the blade and saves wear and tea 


| 


. ham ov ve vvv 











E quality is the all-important thing. 
fmity to a secret heat-treating process.) 








A shovel’s service record is its final of economy and efficiency. (Wood’s 


fae Fist’’— have established world 


















Service Shovels — especially “Moly” andj 
Record records for long use gm ion CYR imonials from reput- 
ecor able users are open to as y N vv va vw & 





a 








tg 





Service and square - ipa tions that cannot be 


Reliability measured in dollars and ¢ 


eliability of the dealer. 
of Dealer (We have been fortunate in! 


ade of representation.) 











fulfill his order on 
nost modern shovel 


The shovel buyer m 
time and according} 
factory — The Woo: 


Manufacturer reputation for servic@), 


yas an international 


Corin ti al oul > | © 


wee wT vy vw 











ANY WAY YOU LOOK AT IT 

Up and down, back and forth, any way 

you look at the 8 vital considerations o 
in shovel buying —Wood’s three famous & 7 J é 

brands lead the field. “Moly”—the 

world’s best shovel, “Big Fist” —champion 


of the middle price class, and “Piqua” — 
foremost among low priced shovels. f 


THE WOOD SHOVEL AND. TOOL Co. 
Piqua, Obio 
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Cooks jin ‘and over Oven DRAWER 


Bak-O-Grill is more than a 
sandwich toaster—more than a 
hot plate—more for the money 
than anything you or your 
trade have ever been offered 
in the field of complete house- 
hold cooking appliances. 


Bak-O-Grill is a aew and 
easier way to cook—anything, 
everything from toast, bacon 
and eggs for hurry-up break- 
fasts — coffee and sandwiches 
following the bridge game—to 
steaks, chops, wieners, biscuits 
and vegetables for delicious 
after theatre suppers for six. 


Bak-O-Grill toasts, bakes 
and grills in oven drawer, and 
fries and boils over that draw- 
er. Real capacity—enough for 
family and guests. Two sur- 
face plates above—high speed 
heating units in aluminum 
drawer. Plugs in any wall out- 
let. Low, medium or as intense 
heat as the most costly elec- 
tric range. Chromium finish. 


Immense sales field — every 
home, apartment and summer 
cottage. Immense price advan- 
tage — only $23.50 (slightly 
more west of Rocky Mts.) Lib- 
eral discount. Complete mer- 
chandising helps. 


Dealers! Write— 


NATIONAL ENAMELING & STAMPING CO., INC. 


29 TWELFTH STREET 


MILWAUKEE 
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Don't go through another 


summer without a 


















Sales-clinching 


Westinghouse Fans, this year, have a new 
and distinctive feature that makes them 
easier to sell than ever. A better guard 
protects the fan blades, both front and 
rear. Draperies, curtains and table covers 
cannot be drawn into the fan blades 
where this improved guard is used. 
Damage to the fan and to the hangings 


is prevented. The Eight-Inch Oscillating, 
the Ten-Inch Home Fan in both black and 


WESTINGHOUSE FANS 














improvements for the easiest selling fans on the market 


ivory, and the Twelve-Inch Fan have this 
new feature. 

The Westinghouse or Westinghouse 
Agent-Jobber representative can show you 
this new guard—also the new Eight-Inch 
Fan that sells for only $5.00. Ask to see 
the new Westinghouse Sales Plan Portfolio 
and Advertising Helps before you make a 
decision about your 1930 fan selling 
program. 


WESTINGHOUS! 











Westinghouse 


Fan Contract 
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W. C. HELLER & CO. : : 3 


Heller store planning experts have helped hundreds of hardware men 
to independence and success through modern store merchandising. 





A bit of thinking about NICKELS and DIMES 


Nickels and dimes, quarters and pennies, 
come into your store every day—jingling in 
the pockets and purses of your customers. 
Ready to be teased into parting company with 
their owners—eager to be spent for some- 
thing useful or handy. Have you ever fished 
for this small change—angled for it—set 
traps and lures to make it walk right out of 
its hiding place into your cash register? 


Heller Business Building Store Equipment is 
designed for just such fishing. Place your 
small, cheaper wares on the display tables— 
your high grade merchandise on the panels 
of the display cabinets. You can move your 
merchandise quickly—on a cash basis—when 
you display it as enticingly as Heller fixtures 


are designed to do. And you can build up a 
tremendous volume of business on small 
wares, with Heller fixtures. And it’s a sweet 
business, too. No large stock investments— 
no wrangling over sales—no bad accounts. 


We'd like to tell you more about the profits 
you can make out of small, quick sales. And 
we'd like to have our store planning experts 
tell you how they can help you as they have 
helped The Snyder & Robbins Company, 
The Prince Hardware Company (whose 
store is shown above), and hundreds of 
others. Your inquiry will incur no obliga- 
tion, of course. And we'll guarantee you 
that the Heller story is a mighty interesting 


one! 


For complete information, just tear out the lower portion 
of this page, pin to your letterhead, and mail. 


. 5 








J f 


* 





. 


Business Building Store Equipment 


700 Bryant Street 


MONTPELIER, OHIO 
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Bull Frog No. 6% Garden Barrow 






Easily a leading value among barrows of 
its type. Made of selected, seasoned stock, 
it combines great strength with light 
weight, and its large “‘ Never-Break” wheel 
and short axle insure easy running with 
lasting rigidity. Bright red, with black 
trim. Lowasteed and a ready seller. 





WM 





I| 





Bull Frog No. 301 


Outstanding in its popularity for home 
and pore len because of its light weight 
(only 43 pounds), compact design, and 
easy running qualities, combined with 
great strength and snappy appearance— 
and an amazingly low price. Wood parts 
bright red; tray, wheel and legs black. 





Bull Frog No. 25A-4 W.R. 


Deservedly popular with contractors in all 
lines because it combines extraordinary 
serviceability and stamina with moderate 
cost. Seamless, rolled-rim steel tray, elev- 
ated in front by risers, handles either wet 
or dry materials; exclusive Bull Frog 
“Never-Break” wheel insures both ease of 
running and long life. 





Bull Frog No. 64 


A long and narrow deep-tray model fav- 
ored by many contractors because its ideal 
balance and ease of handling in close 
quarters are important time-saving factors. 
Equipped, like all Bull Frog barrows, with 
the vastly superior “‘Never-Break” wheel 
with grease pocket in hub. 


BULL 











Get This Bigger Profit 


EN Bill Jones needs a wheelbarrow now and 
then, does he hustle down to your store and buy 
one? Not if there’s one in the neighborhood—no mat- 
ter how dilapidated—that he can borrow for the job. 
And does he remember to order one the next time he 
calls on you for some bibb washers or roofing nails? 
Notif he’s like most Bill Joneses. But just a suggestion 
from you—an invitation to inspect a trim-looking, 
substantial No. 642 Garden or No. 301 Home Bar- 
row, and to try it for balance and easy-running quali- 
ties—may mean a sale many times more profitable to 
you than his original purchase. Put a few bright new 
Bull Frogs on your floor and try it out when Bill comes 
in. Stock a few heavy-duty models, too, for your con- 
tractor or factory customers. Ask your jobber, or send 
for new catalog covering our complete line of wheel- 
barrows, carts and scrapers for every garden, farm, 
mill, mine, contracting and industrial use. 


THE TOLEDO WHEELBARROW CO. 
TOLEDO, OHIO 


Branch Office and Warehouse: CHICAGO—520 W. Erie Street 














WHEELBARROWS 
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HERE ECONOMY POINTS TO 


ps KEYSTONE L 
(AMER ERICAN 
sneet A _ bs M Pare 
— 


The Sign of Superior 
Rust-resistance 









Save with Steel 


CONTRIBUTOR TO TRADE RESEARCH 
DIVISION, NATIONAL ASSOCIATION OF 
FLAT ROLLED STEEL MANUFACTURERS 





SHEET STEEL 


~~ only in up-to-date ofhces, but where 
ever economy points to sheet steel for 
security and continuously efficient service, 
there you will find American sheets. 


For thirty years American sheets have proved 
their worth, and are constantly improved as 
research and experience point the way. 


An AMERICAN engineer is ready to help you select the 
proper sheet for your product. We manufacture a com- 
plete line of Black and Galvanized Sheets, Full Finished 
Sheets, Automobile Sheets, Metal Furniture Sheets, 
Sheets for Special Purposes, Tin and Terne Plates for 
all known uses. Keystone Copper Steel Sheets and Tin 
Plates give maximum endurance and rust-resistance. 














SD ae 


%G ee 
A) eee. ths As 
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AMERICAN BRIDGE COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY 
AMERICAN STEEL AND WIRE COMPANY 


ss, American Sheet and Tin Plate Company 















GeneRAL Orrices: Frick Building, PittssurGu, PA. yA 
SUBSIDIARY OF UNITED STATES STEEL CORPORATION ee B= 
PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: Se eee 
CARNEGIE STEEL COMPANY ILLINOIS STEEL COMPANY THE LORAIN STEEL COMPANY 
CYCLONE FENCE COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 


FEDERAL SHIPBUILDING AND Dry DoCK COMPANY NATIONAL TUBE COMPANY UNIVERSAL PORTLAND CEMENT COMPANY 
Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. Export Distridutors—United States Steel Products Company, New York City 





eee NAMEN TT TM HT Te 












































16 HARDWARE AGE for MARCH 13, 1930 





RUST 
RESISTING 











A Splendid Wire Cloth For DOORS 


WICKWIRE PREMIER Steel Screen Cloth is a special, 
extra heavy Wire Cloth which we highly recommend for 
DOORS. It is made of 13 mesh, 32 gauge wire about 50% 


heavier than our standard grades. It is very durable. The 


Wire Is Drawn From Open Hearth Copper Bearing Steel 


which is far more rust-resisting than ordinary 
steel wire. All wire used in this and in ALL 
brands of our Steel Screen Cloth, is drawn 
by us one-quarter gauge OVERSIZE. Made 


extra strong to last extra long. 


We control every operation in the manufac- 
ture of our Wire Screen Cloth—from raw 
material to finished product. 


The finish is a heavy metallic coat of high- 
grade spelter or zinc, applied by our special 


Our Other Products Include 
Cortland Black Enameled 
White Metal Finish 
Cortland Gray-Wick 
Wickwire Bronze 
Wickwire Copper 
Screen Cloth 
Poultry Netting and Stanles 


improved method which distributes the metal 
EVENLY over the surface of the wire and 
gives the screen cloth a fine appearance. 


Woven with a Blue String in both Selvage 
Edges and wrapped in heavy Blue Paper, it 
is easily distinguished from other grades. All 
widths in even inches from 18 to 48 inches, in- 
clusive, double selvage. Extra wide widths, 
54, 60, 66, and 72 inches. 


Your Jobber Will Supply You 
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sss 
see 


BRO 








TRE 


EB SRE ERIS 


ONE IE 








TERRES 





RRS 


Ston, Cash Re 














HARDWARE AGE for MARCH 13, 1930 17 

















The only way to get all 
the Remington features 
is to buy a Remington 





AR) 


wy 


a 


& 






Remington Cash 
Register Model 436 





| Kpoch Making Improvements in 
Remington Cash Registers . . . 


wee 


UMAN beings make mistakes — machines do not. However, 
machines operated by human beings will record the er- 
rors made by their operators. The ideal cash register would be — 


one that would operate without any human control. 

Not so long ago, this ideal was considered impossible to approach. <@ 
Then Remington started making cash registers and established a new 
standard—set the pace for others to follow. The outstanding superiority 
of Remington Registers came from the fact that they reduced the chances ~ 
for human error. 

Now Remington has produced machines that go even farther in this 

- direction. The improved Model A Remingtons offer greater protection ~ 

against mistakes or manipulation than has ever been put into a cash 
register before. If you want the utmost in cash register value, ask a_ 
Remington salesman to demonstrate the new protected totals, compul- . 
sory total print, automatic reset device, positive reset to zero, and fully 
protected keyboard. Only Remington Has Them. ai 

Today, the influence of Remington upon the industry is seen in every 
other make of cash register. The insistence of merchants for Remington 


A 


vey 


S 
4 





own product as possible. A few Remington features have been imitated 
in some form by every manufacturer, but in no instance has any 
Remington feature been duplicated. 

In the past eight years Remington has developed and produced more 
new cash register features than all other companies combined. 


REMINGTON CASH REGISTER CO., Ine. 
Factory and General Sales Office, lion, N. Y. 
Subsidiary of REMINGTON ARMS CO., Ine. 


Manufacturers of Remington Firearms, Ammunition and Cutlery 





© 1930 R.C.R. Ce 3445 
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COMBINATION SNIP 
No. T412—$1.50 


Cuts curves, circles or straight lines 


That prize 
tool customer of 
yours, the carpenter, 
uses snips fora half-dozen 
different jobs. He’s an excel- 













ALSO T47 

7 inch— $1.00 
Same as T412 except size. 
Cuts light metal, screening, 
gasket material, linoleum, 
leather, sheet rubber, can- 
vas, cardboard, etc. 


lent prospect for the combina- 
tion T412 and T47. You can sell 
him with very little effort. ° - . 











Carpenters now apply metal interior trim and 

many types of roofing which must be cut with 
snips. There are about a half-million carpenters in 
this country and the T412 is ideal for their work. 


Are you getting your share of this business? 


CRESCENT TOOL COMPANY 


JAMESTOWN, N. Y. 
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setting zhe Ammunition Buyer. 


Into YOUR Store/ r% 


Continuous Western Advertising in 27 ™ 
Leading Publications is Building Demand for 
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Worlds Champion Ammunition 
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Continuous National Advertising 
Helps Dealers Sell Western Ammunition 


The advantages of Western ammunition are being told to the 
shooters of America in the pages of 27 leading publications which 
are read by millions of ammunition users every month. This 
advertising is building the present big demand into an even 
greater volume of business. It is continuously telling the ammu- 
nition users of the country about Western's popular-priced, 
hard-hitting Xpert shell, Western Field shells, the famous long- 
range Super-X load, and Western Lubaloy cartridges. 


Sell WesteRN in 1930. You will sell more ammunition. Write 
us for the name of the nearest WesTERN jobber and a copy of the 
valuable, new booklet, “Sales Helps for Western Dealers.” 


Western Cartridge Company, 359 Hunter Ave., East Alton, III. 
Branch Offices: Hoboken, N. J.; San Francisco, Cal. 


Send for this booklet of sales 
helps, covering window dis- 
plays. store signs, literature, and 
newspaper cuts, furnished free 
to WesTERN dealers 
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With This Most Progressive 


Extra Salesman... 
Model 29 


.22 Caliber, Repeating, Slide Action Rifle—In Your 
Windows, On Your Counters, In Your Stocks 


(Note to Arms Dealers:—Now is the time for stirring up action 
in your community against the inroads of destructive vermin. For 
closing the argument, there’s no finer .22 rifle value than Model 29.) 


It has shown its powers already as a weapon for drawing- 
in, convincing and closing sales. Give Model 29 your 
cooperation; it will repay you. 
Here’s the most modern expression of repeater value— 
Octagon Barrel—Lyman Gold Bead Front Sight—Full 
Pistol-Grip Stock 


' —and, improved action; extra long forearm; new takedown; 
rubber butt plate; American Walnut Stock. 


RETAILS FOR $19.50 
Get full information from the 


Savage Representative, or write 


Savage No. 29 


SAVAGE 


Savage Arms Corporation, Utica, New York 


Owners and operators of J. Stevens Arms Co., 


Manufacturers of A. H. Fox High Grade Double Guns 
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HERCO SMOKELESS 


THE POWDER THAT PRODUCES LONG RANGE WITH LOW PRESSURES 


ae Poet ce > 


N its field —that of the heavy duck and goose loads, 
and wherever large charges of shot are to be thrown 
at maximum velocity—Herco Smokeless is a most desir- 


able shotgun powder. 


Herco is more than an improved powder; it is a ballistic 
achievement that makes possible maximum range with 
minimum breech pressure. It will drive shot harder and 
farther than any other type of shotgun powder. 
Try Herco Smokeless in your duck loads. It pro- 
duces better satisfaction for long range shooting. 





HERCULES POWDER COMPANY 


(INCORPORATED) 


910 KING STREET, WILMINGTON, DELAWARE 





K-2 



























































A 
& 


TEETER 





A 
er. 
Fe 
ee. 

te 

ee 
a 


TR i aie 








ia 
on 
ed 
eee 
AR; 
ie 
oa 
be. 
ij 
om 

ys 
Boe 
wp 
Pat 
rae 
© 
1 








HARDWARE AGE for MARCH 13, 1930 








TURNOVER! 


Since its recent introduction, the demand for this 
.22 has been like a stampede! It’s the hit of the 
low-priced repeater field. 






—and all through the 
year No. 66 sales keep 
on making records. 
Hunters, traders, farm- 
ers, trappers, sports- 
men of all walks—are 
drawn to this ‘‘man’s 
sized” twenty-two re- 
peater by its unusual 
advantages at the price 
—by the knowledge 
that it is made with all 
the far-famed Stevens 
care and craftsmanship. 


Here’s a take-down 
rifle with perfect bal- 
ance . .. Its tubular 





No. 66 Stevens Bolt-Action .22 Repeater 
The Lowest-Priced All-Steel Repeater Sold Today 





magazine provides 
twice the shooting ca- 
pacity of “clip” rifles. 
Its tapered barrel is re- 
markably accurate. 
Bolt action has very 
short stroke. Fitted 
with genuine Lyman 
Ivory Bead front sight, 
sporting rear sight with 
elevation. Military type 
stock of Walnut finish 
—ample forearm. 


Retail Price--$10.75 


Greatest Profit-Maker of Its 
Kind. Order Now and Get 
Your Share, Too. Made by 





STEVEN S 


J. STEVENS ARMS COMPANY, CHICOPEE FALLS, MASS. 
Owned and Operated by Savage Arms Corporation, Utica, New York 
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SHORT 
LONG 


LONG 
RIFLE 
a 
SELF- 
CLEANING 


Gs) AM M_U 


OPPERHEADS 


The New Self-Cleaning .22’s 
with the Distinctive 
COPPERED BULLETS 


Have you seen them...these new U.S. 
rim-fire .22’s, with the COPPERED 
bullets? They’re good-looking, hard- 
hitting little cartridges...as deadly in 
their accuracy as the distinguished 
little copperhead from which they 
take their name. Clean-shooting, too, 


for they have the special self-cleaning 
(non-corrosive) primers that keep 
rifle barrels as ‘“‘clean as a whistle.” 

U.S. Copperheads will be featured 
in large-space advertisinginarepresen- 
tative list of publications during 1930. 
Stock them—Talk them—Sell them. 
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SHOT SHELLS 
and METALLICS 


The complete U. S. line includes a shot shell or 
cartridge for every shooting purpose —for every 
shooter’s purse ...each and every one of them 
measuring up to the uniformly high standards of 
quality for which the symbol UV. S. stands. 

A new large-space advertising campaign will fea- 
ture U.S. Shot Shells and Cartridges during 1930. 

Stock the complete U. S. line now. 
UNITED STATES CARTRIDGE CO., 111 Broadway, New York. 
General selling agents: National Lead Company, Boston, Buffalo, 
Chicago, St. Louis, Cincinnati, San Francisco, New York; John T. 
Lewis & Bros. Co., Philadelphia; Merchants Hardware Limited, 
Calgary, Alberta and Winnipeg, Manitoba, Canada. 


DEFIANCE —A low-priced shell for trap and field. A high 
grade smokeless shell that defies the world to equal it at 
its price. 12, 16 and 20 gauges. Red paper case. 











AJAX HEAVIES — Hard-hitting, long-range loads that are 
Packed with the Power of the Thunderbolt.” Lacquered 
or unlacquered. High brass base. Latest type progressive 
burning powder. 12, 16, and 20 gauges. 





CLIMAX HEAVIES—A group of moderately-priced, long- 
range loads. The ‘‘Ajax Heavies” of their class. Progres- 
sive burning powder. 10, 12, 16, 20 and .410 gauges. 
Red paper case. U.S. METALLICS—U. S. Improved Thirty-Thirties and other 
big game cartridges of proven effectiveness. Self-Cleaning 
Rim-Fires and Center-Fires. And the U. S. .22 N.R.A., 


famous for target and small game shooting. 





CLIMAX—A popular shell for trap and field. Generous 
brass base. In all gauges including .410. Standard 
smokeless powders. 
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PROSPECTIN’ 


Not with a pack of burros and a gold pan, but 
in a million automobiles, WE, the nation’s 
campers; will be out prospecting again the 
far reaches of the country. 


There’s a little touch of the “sour dough” 
in most of us. We like to pitch our own 
tent—build eur own fire—cook our own 
grub. We like to rough it a bit, when 
there’s no compulsion in it. 


But we like to go well equipped, too. Cots 
and camp furniture are pretty much a neces- 
sity tous. There’s a certain pride in a hunt- 
ing knife on our belt, and just the right fish- 
ing tackle. We’re interested in a tent that 
not only sheds rain, but sets up and takes 
down with the least effort. And we’re on 
the outlook for such equipment now. 


We know the hardware merchant for a 
dependable fellow. We like to trade 
with him, and we’re out prospecting his 
windows for the camping equipment we 
need. WILL WE FIND IT THERE? 


239 W. 39th Street, New York City 
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GUN VALUES 


that bring you + + 
“> > proven profits! 


In both the single and double barrel shotgun fields, these two remarkable 
Springfield Guns are unsurpassed for all ’round value; for delivering 
what the average sportsman asks of his shotgun; and for bringing in the 
profits to you. 














No. 94 Springfield 
Single Barrel Shotgun 


No. 94, the famous Springfield Single, in 12, 16, 20 and .410 gauges, 
offers many exclusive features not found in other such moderate-priced 
arms. , 


First, there’s the special fore-end which automatically absorbs stress and 
wear. Then, Vanadium Steel is used in important working parts. The 
fore-end lug is electrically welded. The barrel is Proof Tested, assuring 
safety. Barrel and lug are forged in one piece. Action with coil springs. 
Automatic ejector. Walnut finish. Half pistol grip. Rubber butt plate. 


No finer Single Gun Value on the Market. 


No. 311 Springfield 
Hammerless, Double Barrel Shotgun 


No. 311, again, is packed with more performance and satisfaction per 
square inch, than any competitive gun of its kind. It has a big following; 
is a fine arm to feature at this time of year; draws in the sportsmen. 
Comes in 12, 16, 20 and .410 gauges—is ideal for rough, knockabout 
hunting. Barrels are Proof Tested—bored with famed Stevens accuracy. 
Strong at working parts (Chrome Vanadium Steel in vital places) ; 
smooth, easy action; comfortable balance. Hammerless action, coil springs 
used, automatic safety. Walnut stock. Rubber butt plate. Weights from 
514 to 73% Ibs. 


Here are tested leaders for your shotgun sales— 
they do their own selling. Please your customers. 
Keep your cash register ringing. Get your orders 
in early—the Savage-Stevens-Fox-Springfield lines 
are growing each year. 


SPRINGFIELD ARMS COMPANY 


Single and Double Barrel Shotguns 


made by 


J. Stevens Arms Company, Chicopee Falls, Mass. 


Owned and Operated by Savage Arms Corporation 
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**The First 
Best Skate 
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Best Skate 
Today” 


- roller skate customers choose 
the skates they buy just as_ they 
show decided preference for other 
things of proved-quality value. When 
you stock Richardson’s Action Roller 
Skates you are making new customer- 
friends. 

Since 1884, when Richardson’s pro- 
duced the first ball bearing skate, the 
big rink owners, who have thousands of 
dollars invested in skates, have year af- 
ter year demonstrated you can’t beat 
Richardson’s. Stamina, performance 
and long wear are built in every pair. 

Write today for details and price. 
Specify Richardson’s the next time your 


jobber’s salesman calls. 











“The First Best Skate—The Best Skate Today” 








Richardson Ball Bearing Skate Co. 
Established 1884 


3300 Ravenswood Avenue 
CHICAGO 




















No. 100 
Bull’s-Eye 


BULIS*EVE 
ene 


Remarkably 
Successful 


OUR fishing customers want these genuine 

Meisselbach Bull’s-Eye Reels. Easier to 
cast, giving much better accuracy. The popular 
big-fish-getting reels of the day. 





The Meisselbach Bull’s-Eye No. too—for two 
seasons the big seller everywhere. Retail, $5.00. 


The new Meisselbach Bull’s-Eye Special No. 
I1o—just out, with a mew exclusive spool 
molded completely of black Bakelite. Its 
quicker starting and stopping give greater dis- 
tance and delicacy with light baits. Retail, $6.00. 


Make these two splendid sellers the feature of 
every tackle display. 


Sold by leading jobbers everywhere. Write 
us at once for descriptive folders, complete cata- 
log and price lists. 


The A. F. MEISSELBACH Division of ne 
THE GENERAL INDUSTRIES CO. 


Manufacturers of the Original and Genuine 
Meisselbach Fishing Reels of Quality 


3037 Taylor Street, Elyria, Ohio 


Representatives: South, Louis Williams & Co., Nashville, Tenn. 
Pacific Coast, Phil. B. Bekeart, 717 Market St., San Francisco, Calif. 
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Fish & Frog 


No. 9742 
Fish Spear 


No. 9740 


Fish Spear Ul 
ry 


por 


No. 9757 | 
Frog Spear 
o No. 9745 
Spring Fish Spear 
No. 9753 
Frog Spear 


Fishing 


4e* 


No. 9747 
Fish Spear 


RCAB HARDWARE 
CAST TOWS 
ARCADE MANUFACTURING CO. 


FREEPORT, ILLINOIS 





DALLAS J. T. ROWNTREE 
ater Fitth Ave. D. D. Otstott San Franciseo Salt Lake City 
Los Angeles Seattle 


CHICAGO Ine. 
553 W. Randolph St. Santa Fe Bldg. Denver Portland 











GIVE THIS BOY 
A JOB 


BuLss EYE 






Bulls Eye Steel Air 
Rifle Shot 


The kind the boys prefer. 
Ve recommend the use 
of Bulls Eye Steel Shot 
with Daisy Air Rifles 


The new, improved Daisy 
Pump Gun announced to 
both the trade and the 


public on January first 
has met with instant ac- 
ceptance. Be sure to 


show it to your trade 
this spring and see how 
quickly the boys buy it. 


HE WILL MAKE SALES 
FOR YOU 


An attractive new edition of the Daisy Dis- 
play Rack is now ready for Daisy dealers. 


Like former editions of this combination 
gun rack and display sign, the boy is repro- 
duced in full colors, life size and presents a 
striking appearance as he leans over to pick 
up the top gun in the rack. 


The rack gives room for four of your best 
selling Daisy models. We recommend dis- 
playing the new improved Daisy Pump Gun, 
shown in the illustration. 


A worthy successor to the former Daisy 
Display Racks which have always proven of 
great help to our dealers in speeding up sales 
of Daisy Air Rifles. 


We will gladly send one of these new 
Daisy Display Racks to every dealer who 
handles Daisy Air Rifles. Send in your re- 
quest on your letterhead, giving the name of 
the jobber who supplies you. Or speak to 
your jobber the next time you order a supply 
of Daisy Air Rifles. We suggest that you 
check up your supply for Spring now and 
reorder if your stock is getting low. 


DAISY MANUFACTURING COMPANY 
Plymouth, Michigan, U. S. A. 


Southern Representatives: 
Louis Williams & Company 
511 Exchange Bldg., 
Nashville, Tenn. 


Pacific Coast Branch: 


Phil. B. Bekeart Co., Mers. 
717 Market St., 
San Francisco, Calif. 


Export Office: 44 Whitehall St., New York City 


DAISY “!® RIFLES 
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You'll Have More 
Customers Calling 


PRING, summer, fall, winter—dis- 

play Hoppe’ s Products constantly. 
Every shooter and sportsman needs a 
bottle, can, tube or pack. For neces- 
sary care of firearms, fishing reels, and 
numerous other valuable uses. 


Hoppe’s on display brings them in, one after another, 
day by day—making small quick purchases of Hoppe’s 
which often lead to larger ones. 


Hoppe’s Nitro Powder Solvent No. $—recommended for 
years by the U. S. War Dept. Needed for cleaning gun 
bores, regardless of ammunition used. Hoppe’ s Lubricat- 
ing Oil—pure clock-makers’ quality. Hoppe’s Gun Grease 
—acid-neutralizing, most dependably prevents rust. Sep- 
arately, in free counter display cartons. Also in com- 
bination Gun Cleaning Pack. Sold by all jobbers. 








For 25 Years Known for 
Highest Dependability. 








Needed by Every Sportsman 





Best-known standard sellers 


FRANK A. HOPPE, Inc., 2314-H N. Eighth Street, Philadelphia, Pa. 


{ Ed. W. Simon Co., 
REPRESENTATIVES: 1H. L. Bowlds, Seeon Opera House Bldg., Los Angeles, Calif. 


Inc., 258 Broadway, New York City. 





























SEEGER EEP 


“Gold Medal” Furniture is Easily 
aes and Readily Sold 


Set up a few pieces from the 
1930 “Gold Medal” Line in 
a prominent location in your 
store and watch the reaction 
of your customers. The 
beautiful colors will attract 
them—the unusual comfort 
will impress them. It will 
remain but for you to con- 
vince the individual that 
“Gold Medal” Folding Furni- 
ture has a definite place in 
the home. Write for the 
new catalog showing the 
line in natural colors. 


GOLD MEDAL 
FOLDING FURNITURE CO. 
1706C Packard Ave. 
Racine, Wis. 





COMPANION CHAIR 
NO. 40GT 
Closely woven canvas cover. 
Frame of hard wood, green lac- 
quer finish. Folds compactly. Also 
furnished with Motif and Stripe 
covers and red —— finish. 
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The “3 in1” SELLS 3 TO 1 


Unless you have sold the SIR NORMAN “3-in-1” 
(Coaster-Express-Dump) Wagon, you cannot realize 
what a big seller it is. 

Not only what the boys 
want, but also what they 
need —strong, sturdy, 
holds an 1,100 Ib. load; 
electrically welded; no 
bolts, no nuts. Two 
sizes. 


The NORMAN 
ALL-STEEL 

sells itself. Try it. Send 

for folder and prices. 


The NORMAN Mfg. Co., Inc., Shickshinny, Pa. 


Turning the handle 
raises the wagon 
for dumping 
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A Steady Price..... 
A el Prout... 


AP Make acs 


Good every month 
in the year. ... 
appealing as more 
than a toy.... to 
young and old alike! 
Fairly priced .... 
to give you your 
profit... . and no 
necessity of cutting, 
either! This fast- 
selling line has been 
nationally advertised 
till EVERYBODY 
knows about its 
THRIFT helpfulness. 
You can sell it freely 
in every season to all 
classes of trade! 


x 


Rings, registers, 
adds. Holds $50, 
opens at every $10 
.... taking nickels, 
dimes and quarters, 
(also pennies but does 
not register them.) 
Carried by the better 
hardware wholesalers. 
Write us if yours 
can’t supply you. 





Why Shouldn’t You Display 


Uncle Sam’s 3-Coin Register Bank 





DURABLE TOY & NOVELTY CORP. 


222 Fourth’ Avenue New York City 
Established in 1907 H. H. PAYSON, President 















Quick Profits in 


BIG BANG 


SAFE NOISE ° and plenty of it! 

































THESE 


DISPLAY Poeniih 
YOUR WINDOW 
















Every boy who sees a BIG-BANG 
wants one. 


Nine “Safe Celebrators’—Toy Cannon, Bomb- 
ing Plane, Navy Gunboat, Army Tank, Safety 
Pistol. No matches, no gunpowder; not classed 
as “fireworks.” 





NOTICE: All infringements on our patents will be 
vigorously prosecuted 





Also NEW LINE of 
Popular Amusement Park Attractions in Miniature. 
Five Fast-Moving Items. Easy to Sell. 
See Them in Our PERMANENT SHOWROOM: 
Room 461, Fifth Ave. Bldg., New York City 
Order Early 


THE CONESTOGA CORPORATION 
Main Office and Factory 
BETHLEHEM, PA., U. S. A. 


Office No. 605, 130 Pearl St., New York City 









Export Dept.: 























TIE UP with the forceful “CHICAGO” ads run- 
ning in Liberty Magazine, March 22, American 
Weekly March 23 and April 13, and other publications 
reaching one out of every four families in your com- 
munity. Let us show you how we can help you. 


“CHICAGO”’ 
Rubber Tire Roller Skates 









Make This Spring’s 
Sales the Best Ever 
With This Skate and 
This Slogan 


Roll on Rubber 





Combination 
Skate for Boys, 
Girls and 
Grownups 


CHICAGO ROLLER SKATE Co. 
Established Over % Century 


4456 W. Lake St. Chicago, III. 











New Double-Tread ‘“Triple-Ware”’ 
Steel Wheels 


Will spin 10 times longer and outwear 
any other steel wheel skate 3 to 1. Outer 
tread is crimped over case hardened inner 
bushing tread. Wheel riveted in three 
places. Guaranteed not to come apart. 











It Digs Up MONEY! 
The BUCKEYE DITCHER 


. .. turn the crank and the buckets 
bite into the sand pile with realistic 
effect. Another crank raises or lowers 
the boom on which the buckets run. 


Beautifully finished, low prices— 
fully described in our new catalog— 
send for your copy. 


The Kenton Hardware Company, Kenton, Ohio 


atid & 














a> am_ 


GEE il OA MMES MER. 








32 HARDWARE AGE for MARCH 13, 1930 
















No. 43 
Bed 
171%4x84x2% 
i etail 
$1.00 to $1.25 


x ce ERE 









Coaster Wagons 


Spring and Summer 
Profit Makers 


So strongly constructed that they stand 
no end of use and abuse. Beds of 
heavy, drawn steel, braced to front 
and rear axles; extra size rubber tires; 
wagons handsomely finished. 


Great Value 
Retail $100 to $300 
Try Sample Dozen 














No. 53 
Bed 
20%4x101%4x2% 

etal 
BP $1.75 to $2.25 














No. 63 
Bed 25%4x12x2% 
Retail $2.50 to $3.00 
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No. 43 packed 6 to a carton; No. 53 
packed 4 to a carton; and No. 63 packed 
2 to a carton. 






Complete line on display 
at New York permanent 


office: 
Room 409, 200 Fifth Avenue 


THE DAYTON TOY AND SPECIALTY COMPANY ‘“pavyron, onto” 


Here’s Something New 
and Different in 
Single Guns 






If your jobber has not stocked these num- 
bers, please write us his name. 
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READY TO 
SHOOT 9% 









A light and easily carried gun for the popular 410 gauge shell. No detachable parts to be lost or mis- 
laid. A ball and spring device (patent applied for) limits the movement of the barrel to the normal posi- 
tion, except when it is desired to fold the gun. 


410-12m/m, 22 inch Steel Barrel. Stock, fine black 
walnut; flexible hard rubber butt plate. Weight, about 
414 pounds. 


A special advertising campaign in the leading sporting and agricultural publications is building a heavy 
demand. Order through your Jobber and take advantage of this publicity. 


Harrington & Richardson Arms Company Worcester, Mass., U. S. A. 
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With 


Double Tread 
W heel 


BIG FEATURES 


nel extension bar—no sagging in the middle, (6) 
Heel plate and heel back in one piece—no rivets, 





In the KoKoMo Champion you have (1) Double 
tread that doubles sidewalk miles, (2) Double row 


ball-bearing, 16 perfect balls to each wheel, (3) Toe (7) Exceptionally high heel back, (8) Live rubber The Wheel 

plate support that prevents bending of toe plate, (4) cushions, (9) Double angle chassis support—all Wuthin a Wheel 

Extra wide toe clamp adjustment, (5) Double chan- real quality selling features unequalled. Thet Doubles 
ALSO IN RUBBER TIRED MODEL Sidewalk Miles 


TEAM “CHAMPION” with “REDSKIN” 
the Already Famous Volume Builder 


“Champion” and “Redskin” gives you the perfect skate 
line. ““Champion”’ sells to the quality buyer. “Redskin” 
meets the demand for a ball bearing skate value at low 
price. The two are unbeatable for volume, easy sales and 


big profits. 
OTHER Fast Moving PROFIT MAKERS in the 
’ KoKoMo LINE — New Items at LOWER PRICES 


ef % ef /% % 

Lille Lady ELECTRIC RANGE Lille Lady ELECTRIC IRON 
Real electric ranges, with guaranteed heating ele- Attractive colored porcelain finish and guaranteed 
ments, at a wide range of prices. New features to heating element make No. 500 a real seller at $1.00. 


speed sales. Ask us for samples or information. Other models at lower prices. 


KoKoMo STAMPED METAL CO., Kokomo, Ind. 


NEW YORK DISPLAY 
Room 521—200 Fifth Ave. 
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SEE THE NEW ELECTRICAR WITH NEW 
CONSTRUCTION FEATURES AND ADDED 























PLAY-VALUE. Tf 13 (HE FAS1 Gauge | 
FASCINATING FLOOR TOY EVER OFFERED 
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are going across 


P ETERS dealers everywhere are noting a keen 
interest among shooters in GILDKOTE— 
and they are preparing to cash in on this remark- 
able development in ammunition. Peters Rust- 
less GILDKOTE .22’s are clean to shoot (non- 
fouling) and clean to handle (greaseless). A 
cartridge that will not rust, pit, corrode or lead 
the barrel! The copper plating of the bullet takes 
the place of grease as lubricant. 


GILDKOTE (copper plated) shot shells have 
scored a hit with trap-shooters. Handicap shoot- 
ers have found that it gives them better results. 
GILDKOTE shot make better patterns. Lead 
pellets leaving the muzzle at extremely high 
velocity, are certain to be more or less deformed. 
This increases the possibility of an imperfect 
pattern. In GILDKOTE shells, every shot is 
given a uniform coating of copper. The danger 
of deformity of the pellet is reduced to the abso- 
lute minimum and now you can sell High Veloc- 
ity in GILDKOTE. 


Be prepared for the GILDKOTE demand that is 
being directed to Peters dealers by national ad- 
vertising. GILDKOTE is going across to shoot- 
ers with a bang, and you can attract good cus- 
tomers to your store by featuring it. Write for 
details. 


The Peters Cartridge Company 
Dept. C-22 
CINCINNATI, OHIO 


New York San Francisco 


PETERS 
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THESE FEATURES SELL 
W. ROSE TROWELS 


USUAL BLADE SIZES OF W. ROSE LONDON TROWELS 








No. 116 No. 112 
Length Width Length Width 
rk baal 434” tl 5” 
1114” 47%” 1114” 55%” 
12 aa ig | Pag 534 fu 
1214” 54” 






IMPORTANT! 


W. ROSE London Pattern 
Trowels can be supplied in usual 
and also in low shank for brick- 
layers who are accustomed to hav- 
ing the blade closer to the hand. 

ane: 112 has high shank. No. 


2 is similar, but with short or 
Paes yw shank. 

No. 116 has high — shank. 
No. 186 has low shank, 1%” 




















They are made of Crucible Steel. 








Both edges are tempered. 
Can be used by either right or left handed bricklayers. 














They never bend or lose their shape. 
Tang, shank, and blade are forged from one piece. 


Handles always stay on without a rivet or button to mar the 
work or irritate the wrist. 


Every one has the famous W. ROSE “hang,” preferred by 
bricklayers the country over. 





























We are telling 200,000 bricklayers, masons, plasterers and tile 








layers about the quality of W. ROSE Tools in their own publica- ; 
. ” / 
rs 
tions. / 
. . . 4 
We are also telling them to ask in your store for their copy of the / 
. / 
W. ROSE Book of Tools. We'll supply as many copies as you / 
‘ad 
need for your own use, and for the use of your customers. I ov oS 
; a 
{IPF 
‘ ‘i S A 
W. ROSE & BROS., George K. Goodwin, Owner, Sharon Hill, Pa. Ee 
ee ee ae 2. 4g ON 
NEW YORK TERRITORY . INTER MOUNTAIN > + q / OKO 
Henricks ‘. Howell, “ae St., oun © gy B. 2B. Fae Co., (7th 4 pong / eo & Pa 
New Yor y 844 Rush St., Chicago Denver, Colo. ie ey OY 
SOUTHERN TERRITORY CANADA WESTERN TERRITORY / a” Ww & 
ises’ia Nal Boe bias, Geo. B. Fraser, 39° Tyndall Ave., Caltl by oy ¥ ae he ee eee Py Oo Ro 
Atlanta, Ga. Toronto, Canada Los Angele 28, Calif. 4 ra a 
) Pe 
i ) 
’ fg 
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EVERY DEALER 


Fig. 1521 








Should Have a Stock of These 
Popular Styles of MYERS SPRAY PUMPS 


In town, village and country—wherever fruit, plants or vegetables are grown 
for home use or for the market—there is a big demand for Myers Bucket, 
Barrel, Knapsack, Tank and Compressed Air Sprayers. Here 
is the line that will satisfactorily meet the demand for small 
capacity sprayers. The. line that measures up to and goes 
beyond present spraying standards—the line that combines 
exceptional quality with satisfactory price—the line that you 
can sell with confidence, is the line that will increase your 
business and profits this year. Write or wire... We are ready 
to serve you promptly. Catalog on request. 
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The F, E. MYERS & BRO. CO., Ashland, Ohio 
PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 
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ACCO Chain 


Specialties: 






Porch Swing Chains; 
Hammock Chains; Sash 
Chain; Dog Leads; Dog 

and Kennel Chains; 
Wagon Chains; Coil 
Chain, Welded and 
Weldless; Plumber and 
Safety Chain; Log or 

Binding Chains; Well 

Chain; Trace Chains; 


—* ¢ a =e = a VERY farmer needs from one to a dozen 
shiiies adage oma Tie-out Chains and now is the time to 

alter Chains; Repair 4 A 
remind them. Sell the best. ACCO Tie-out 


and Lap Links; Hooks 
and Cold Shuts, etc. 


ACCO CHAIN: 


Chains cost no more than the ordinary. 





Made by the World’s Largest Manufacturers of Welded and Weldless 
Chains for All Purposes 


AMERICAN CHAIN COMPANY, Inc., BRIDGEPORT, CONN. 
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= have made 
good 


OUR PLEDGE 


i 
Se January-February 1930 Special Sale 
Catalog of Sears, Roebuck & Co. offered 


“Plumb’s Ax for 


scouts and campers” 


for sale by mail or “from any of our more 
than 300 retail stores.”’ 


Shoppers who tried to buy this Plumb Axe 
during January and February in 79 of their 
stores located in 65 different cities could 
_ find it in only two of this Company’s stores. 


The regular Spring and Summertime 1930 
Catalog of Sears, Roebuck & Co. (recently 
issued ) does not contain any Plumb Tool. p MB 





FAYETTE R. PLUMB, Inc. DOUBLE LIFE 
i i He Hatch 
Philadelphia, U.S. A. fies Seages A we 


You have no competition 


on PLUMB TOOLS from 
any Catalog House 


or Chain Store 
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. $140* 


a 


built 


trannies don't “shop around” when you show them these 
ranges. They buy. For in Perfection’s complete choice, every 
woman finds the range she wants ... and at prices never before 


obtainable anywhere. 


Think of being able to offer your trade a part-porcelain, four- 
burner oil range with built-in oven and accurate heat indicator for 
only $55*! Other sizes and styles, all genuine Perfection quality, 
present every price level up to the full-porcelain No. 339, the 
finest oil range ever built. There’s a choice of color trims, too, 
on full-porcelain models, 279, 249 and 339. 


In addition, Perfection’s popular line of stoves for use with 
separate ovens keeps step with the progress on ranges . . . offer- 
ing a full-showing of sizes, handsome new finishes, and prices 
starting at $7.00.* 


THREE-POINT PLAN PROVED SUCCESSFUL 
Here's the tested three-point merchandising plan that is building 
new business for hundreds of Perfection dealers all over the 
country: | Put one of these new labor-saving ranges into every 
kitchen that should have one, and let it help sell itself on free 
trial. 2 Offer easy terms of payment... with the new Perfection 


PERFECTION and 
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Purchase Plan to solve financing problems. 3. Accept for trade-in 
allowance every old stove that stands in the way of a range sale. 
(The selling of trade-in stoves has proved an additional money- 
maker for Perfection dealers.) 


Concentrate on Perfection ranges and cash-in on the big Per- 
fection advertising campaign running in Farm Papers, Magazines, 
Newspapers and Posters. 


EXTRA BONUS EARNINGS The complete choice 
offered by the Perfection line makes it possible to supply all your 
oil-stove needs from us. This concentration of your buying makes 
every order count toward an increasing bonus on your total annual 
purchases of Perfection goods. Ask our representative to tell you 
why “the more Perfection-made goods you sell, the bigger 
profit you make.” 





Remember, there’s a Perfection or Puritan model for every pros- 
pect ...with bonus at the end of the year, based on the volume 
of business you are willing to take for your share. 


*Prices slightly higher in the South, the West and in Canada. Small financing vo 9 A. $] 28* 


charge on deferred payments. 
Most powerful short 


PERFECTION STOVE COMPANY : Cleveland, Ohio drum burners made 


PURITAN “‘rances 4 
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RICH LADDERS sell fast and at a satisfactory ~ 
margin of profit for the Dealer. Nationally known 
for their superior qualities of great strength, light 
weight and durability. Manufactured from clear, 
selected spruce. os igh 


There is a Safe RICH ladder for every purpose. — 

Write for Catalog and prices. 
WE PAY THE FREIGHT 

THE RICH PUMP & LADDER COMPA 














AT! i I Pct 






























































HARDWARE AGE for MARCH 13, 1930 43 





ak SEES Pes 
Por eae” 
met Ae oe 
ead co pat 

<r ae 
sp eee 


pre 





and the lawn Fence, GAP’ A 
strongest ea 


FL, 















































& 
x 
y 
“ 
ra 
: 2 YC, 
a wernt - 
a ea ee 
Ca Oe ena 
f 5 ees Soenaieeeiiiliiationmettomeeen = 
€ an 
vr 
= iT] = sd Ae | = | 
= ate as ' 
: —— Sas % ? i j 
a ‘ee a ; + 
*| i.” . rhe 
; Shige 
3 digi RUG 1AaR ETAT ed. iii i i 
f t hii PUP UERIY t 
} o1it if } H 
faust 
PLPC BO ge aie cide ea ye a eed Pal © ibe 3i™ ae 
: SS 2 J é i 
en Me s 


7 


“Pioneer” Lawn Fence gives you two approaches to your customer. 
You can sell it on utility, practicability and economy, for ‘Pioneer” 
is the standard by which these qualities of [awn fence are measured. 
But better still, you can sell it as added beauty for the home and pro- 
tection for the family—the two things nearest a man’s heart. Tie-ur 
with our “Pioneer” merchandising plan by showing the customer how 
“Pioneer” beautifies his place . . . how it protects lawns, flowers, 
shrubs. Show him how it keeps his little children away from traffic 
dangers, and how it protects them from roving dogs or similar haz- 
ards. He will want “Pioneer”—and you can sell him, because 
“Pioneer” is priced so he can afford it. 





DISPLAY | 
our “Star 
alesman” 


The “Pioneer” Lawn Fence Dis- 
play is convenient, attractive, 
and helps you show “Pioneer” 
right at the point of sale. It 
was originated and perfected by 
“Pioneer” to boost your volume 
and profits. Give it a chance 
and it will be your best fence 
salesman. 


Your favorite jobber has “Pioneer” Lawn Fence. Ask him about it. 
Or write to us for information. 





CONTINENTAL STEEL CORPORATION 


KOKOMO STEEL & WIRE CO., DIVISION, 
KOKOMO, INDIANA. 

















KOKOMO LAWN FENCE 


CRORE 
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Customers go where they get the most 
for their money. 


But don’t blame it all on competition 
if your profits are unsatisfactory 
today. How much of your tire dollar 
is going to pay for company owned 
stores, factory branches, and ware- 
houses? 


Your profit begins with the selection 
of your source of supply. 


The Pharis time proven plan of low 
cost distribution brings you quality 
tires and tubes at a price unburdened 
by needless overhead—at a price that 
enables you to meet competition and 
take a satisfactory profit on every sale. 


Why not insure your profits at the 
point where profit begins? Write for 
the Pharis proposition. , 


The Pharis Tire & Rubber Co. 
NEWARK, OHIO, U. S. A. 
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OU can go the limit in backing this 
great nail against any other method 
of nailing corrugated sheet steel or 


iron roofing—metal shingles—metal tile— 
slate or prepared roofing. 


It’s no trick at all to convince the average 
building owner, contractor or mechanic 
that DENISTON “‘led-hed” NAILS are not 
only better than lead washers, but quicker 
and easier to apply. When you explain that 
the heads always stay on—that they form 


The Weatherproof Whes:tensi 
Seal 


lead under the head expands and seals the 
hole—no water gets through—rust is pre- 
vented and roofs will not leak. 

















a perfect water-proof seal and run 33 1-3% 
more nails to the pound—you’ve got a new 
customer and booster for DENISTON “‘led- 
hed” NAILS. 


DENISTON ‘“led-hed” NAILS meet a 
modern roofing need in a modern way— 
that’s why they are such a big success and 
so profitable for Dealers to handle. 


Ask your Jobber about DENISTON “‘led- 
hed” NAILS or write today for samples and 
complete information. 


THE DENISTON CO. 


4858 South Western Avenue 
CHICAGO, ILLINOIS 
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& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 





Bolts with a 
Lamson label 


are packed 
with care 


It makes no difference from 
which plant Lamson & Sessions’ 
bolts are shipped — Cleveland, 
Chicago, Birmingham or Kent— 
you will always find that back of 
the Lamson label is a product 
of finest quality, packed with 


meticulous care. 


Open a package of Lamson 
bolts and-you’ll see just what the 
camera saw here. Sharp, clean- 
eut threads. Square, smooth 
heads with true cornersand clean- 
cut faces for the wrench to grip. 
These accurately made bolts and 


nuts save time in assembly. 


Lamson now offers the most 
complete service available to bolt 
users; great stocks of bolts, nuts, 
cotters and cap screws are ready 
for immediate shipment from 


our nearest plant. 


THE 
LAMSON & SESSIONS CO. 


General Offices 
Cleveland, Ohio 
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SPRINKLER 


cA Pair of 


FOUNTAIN. SPRINKLER E 


Wz __ i 


uick-Sellers 


holes throw spray high 

and wide at four different 

angles. Results: Largest 

possible area covered — 

Perfect distribution — 

Beautiful appearance. 
Made of heavy brass. 
Diameter 81% in. Pack- 
ed in attractive 4 color 
display box. 











The Crescent throws all 
water to the front and 
sides. Covers a large area 
evenly. You can move it 
without getting wet. 
Top made of 22-guage 
brass. Bottom of 20- 
guage brass or cad- 
mium-plated steel. 
Beautiful 4-color dis- 
play box SELLS them. 


T S@ 
‘Yj o—= 
a 


'T THROWS THE WATER IN A HALF CIRCLE 
| YOU CAN MOVE IT WITHOUT GETTING WET 








L. R. NELSON MFG. Co., Inc. 
Peoria, Illinois 


Catalog and Electros on Request 


SQUARE FOUNTAIN 
SPRINKLER 


ORIGINAL 
CLINCHER MENDER 
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p/n attractwe Display Stand 


aijert 





to help Dealers sell more Vises 





EALERS everywhere report that Columbian Vises that are seen are SOLD. They 

have asked for a stand to display them. QColumbian now offers an attractive 
sales-compelling stand to help Dealers sell more vises. Designed for counter use and 
window displays, this stand admirably presents the Columbian “Group of Three” 
Garage and Household Vises. More vises sold means faster turnover of stock. 
And faster turnover means — GREATER PROFITS! 


Get this stand working for you. Order today from your jobber—or write us direct. 








DISTINCTIVE 
PEA TU R SE 5S: 
Swivel Base 

Removable Pipe Jaws 


Cold Rolled Steel Screw 
and Handle 


Wrought Steel Sliding 
Beam 


Ball ends forged from 
handle stock 
Attractive, distinctive 
two-color finish 


"| Replaceable Tool 
] Steel Jaw Faces 


Anvil Back 
Low Prices 








NEW CARTON 

Vises No. 43 and 43% 

are packed in individual 
cartons. 
























The Display Offer 


Dealers may have one of these sales-building 
Display Stands at absolutely no cost on an order 
for 6 vises or more, provided only they specify one 
vise of each size mounted on the stand, and any 
three additional vises from this Group for stock. 


This Display Stand comes ready for use. All the 
Dealer need do is open the case, place the stand 
on a counter or in his window and ring up 
the sales! This offer good until July 1st, 1930. 





‘COMUMBIAN VISE 


and MANUFACTURING CO. 


CLEVELAND, OHIO 
U. S. A. 
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The Blade 





STREA 
Ck SAW 


with the Red E 





That Hack Saw Blade with the Il) IN) is 
certainly a big hit with every one who has occa- 
sion to cut metal. Mechanics want this distinc- 
tive hack saw with the brilliant identifying 
symbol—the SIMONDS HACK SAW that is 
so much better. Stock them and you sell them. 


RED END FOR TUNGSTEN blades and RED 


BACK EDGE for high speed steel. 
Ask your jobber. He can supply you. 


Simonds Saw and Steel Co. 
“The Saw Makers” 
Established 1832 
Fitchburg, Mass. 


8 Factories 16 Branches 
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A GAME 
TRAP YOU CAN 
AFFORD TO PUSH 


Traps ranging in jaw spread from 4 to 4% in. 
are used to catch animals that twist or gnaw free, 
when the leg bones are broken. The Diamond 
Brand Frame jaws prevent this, saving the trap- 
per an average loss of 35% from this source. 


Our patented process of manufacturing a double 
jaw from a single piece of steel enables us to 
produce our Diamond Brand Frame Jaws at a 
price competitive with the Single Jaw. Handled 
by one Jobber in a territory. 


EVERY TRAP 


No. 21 Com- 


pares to 
Standard No. 1 





NORWICH WIRE WORKS, Inc. 


50,000 Sq. Ft. of Floor Space 
NORWICH, N. Y. 







DOUBLE 
JAWS AT THE 
PRICE OF SINGLE 


Order Diamond Brand Traps promptly for your 
own protection. 


If your Jobber does not handle them, write 
us and we will advise you where they can be 
obtained. 


THE ONE WAY to bring back your trap busi- 
ness—stock sizes that catch the fur bearers in 
your territory. Then display them. THE 
DOUBLE JAW feature and our selling policy 
will do the rest. 





GUARANTEED 


SPIRAL SPRING—FIVE NUMBERS 
Light, Compact, Durable, 
Dependable, Easily Set 


No. 22.Com- 
pares to 
Standard 

No. 2 
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KO PPERKLADS, 
LED ALL THE 


REST ff 





WINCHESTER 


STAYNLESS KOPPERKLADS 


* 


THE RANGE DIRECTOR 
of one of the country’s 
largest boys’ camps writes: 


“We tried out all types of 
ammunition and _ finally 
settled down to the use of 
Winchester Kopperklads 
as they gave us the best 
accuracy in the many 
types of guns we had 
there and, best of all, they 
did not pick up the dirt 
when they were dropped.” 












I 









| WINCHES 


HOOTERS have always appreciated the accuracy and 
dependability of Wirichester .22 Rim Fire Cartridges. 


They were quick, therefore, to welcome Winchester Staynless 
Rim Fire Cartridges which preserve a// of this accuracy and 
dependability and, at one and the same time, enabled them to 
shoot thousands upon thousands of rounds without cleaning 
the bore—with no danger of rusting or pitting the barrel— 
and with no effect upon the shooting qualities of the rifle. 


As the [atest stage in the perfection of small bore ammuni- 
tion, there have come the WINCHESTER STAYNLESS 
KOPPERKLAD CARTRIDGES which preserve all former 
advantages while adding a GLEAMING, GREASE-FREE, 
SELF-LUBRICATING, COPPER-COATED BULLET. Kop- 
perklad cartridge means clean ammunition just as Staynless 
Priming means clean rifle barrels. They are clean to handle, 
clean in the pocket and pick up no fluff, dirt or other 
particles in the pocket or when dropped on the ground. 
A marked preference is evident wherever Kopperklads are 
used and it is clear that, for general shooting purposes 
WINCHESTER KOPPERKLADS are steadily becoming the 
most popular of small bore cartridges. A word to the wise 
dealer is sufficient. A word to your jobber will do the rest. 


WINCHESTER REPEATING ARMS CO. 
NEW HAVEN, CONN., U. S. A. 


TRADE MARK 
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COLUMBIA 











WEATHERPROOFED 





The All-Weather Rope 


Although Columbian Tape-Marked Rope has been 
waterproofed for years, the Columbian method of 
waterproofing has now attained such a degree of 
perfection that the rope is more than waterproofed, 
it is all-weatherproofed. 

Each individual fibre in every yarn is thoroughly 
impregnated by the Columbian manner and the rope 
is consequently weatherproofed through and 
through. It is sealed against the action of the ele- 
ments, a result that cannot be obtained through the 
dipping process. 

No more need the action of rain, snow or ex- 
treme temperatures on rope be feared if the rope is 
Columbian Tape-Marked. It will also retain its 
flexibility, strength and durability, wet or dry. 


Ask for the name of our nearest jobber. 


Columbian Rope Company 
352-80 Genesee Street 


Auburn, N. Y. “The Cordage City” 


Branches: New York Chicago Boston New Orleans Philadelphia 


mulUPL 
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| AMAZING STUNT 


proves 


Gripping Power 
of 
NON-SKID 


Trade Mark 


Serew Driver 


BRIDGEPORT Non-Skid Screw Driver was inserted in the 

slot of one of the screws holding the license plate on the car, 
and, with a firm turning pressure to bind the blade in the slot, the 
car was actually pulled! 


The Non-Skid Screw Driver grips the screw like a non-skid tire 
grips the road. Drives screws easier, quicker, safer. No pushing 
—you need only turn the Non-Skid. Grips battered and rusted 
screws as though they were new. Grips greasy screws that smooth 
blades merely “skate” off. And lasts longer because it won't slip! 


You can sell Non-Skid Screw Drivers to every mechanic, car- 
penter and electrician who enters your store! Send now for the 
Non-Skid Display Stand and Demonstration Block! It is supplied 
to you complete—absolutely FREE—with small opening stock of 
2% dozen quick-selling sizes. Costs you only $8.87 and sells for 
$13.30. Order today from jobber or direct. Don’t turn trade away! 


THE BRIDGEPORT HDWE. MFG. CORP., Bridgeport, Conn. 
The World’s Largest Makers of Screw Drivers 


Bridgeport 


THE CHOICE of MEN WHO KNOW TOOLS 
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The 


RIBBED BLADE 
Prevents Slipping 


53 







Pat. U. 8. A., Dec. 3, 1929 


3 STYLES=ALL SIZES 


No. 1 (Retails at 50c. to 75c.)—Blade 
runs clear through handle; one of the 
most powerful screw drivers ever 
made. No. 2 (Retails at 25c. to 60c.) 
—Blade, handle and ferrule securely 
riveted together; the best screw 
driver in its price class. No. 3 (Re- 
tails at 40c. to 55c.)—Shock-proof up 
to 18,000 volts; designed especially 
for electrical and cabinet work; slim 
blade with magnetized point. 
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To help you sell 





ET Pexto help you sell 
squares. We have pub- 
lished an interesting instruction 
booklet, “How to Use Pexto 
Rafter Framing Squares,” which 
clearly explains all the mark- 


ings and does it in such a way 
that the apprentice can easily 
understand the whole thing. 


This booklet is in reality a 
miniature text book on the use 
of the Rafter Square and is 
fully appreciated by everyone 
who has use for a square. 
Properly used, it has become a 


very powerful weapon in the 
selling of better grade squares. 


We shall be glad to send you a 
copy. Look it over and “sell” 
yourself on its effectiveness as a 
sales maker for you. Then send 
for additional copies and give 
them out where they will do the 


most good. 











On 
the 


Square 


Pexto Squares—like other lines of Pexto tools—represent a 
complete price and style range. With a century of manu- 
facturing experience behind them, they are built today, as 
they have been in the past, of highest grade material. 

The line includes the take-down square, the Rafter Framing 
square, as well as the Standard Steel square. 

The exclusive feature of the Rafter Framing Square is to 
be found in the markings, which are so arranged as to make 
it possible for the mechanic to get the desired information at 


a single glance. 
Pexto Squares and all others of the long line of Pexto tools 
are always in stock at your jobbers. Write for catalogue 


No. 26T. if 
is 














Braces 


THE PECK, STOW & WILCOX CO. 


Pruning Shears 


IT PAYS TO CONCENTRATE—ON PEXTO 


° Wrenches 
Southington, Conn., Snips 
a“ d Bod 
U. S. A. — enoving 
Tools 
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No wonper the RID-JID Steplad- 
der is making new sales records. Deal- 
ers have always found the RID-JID 
Stepladder to be a big seller and a big 
money maker. Now we've added an- 
other selling point to its many supe- 
riorities—color! All exposed hard- 
ware and fittings are lacquered in 
bright, fresh green, giving the RID- 
JID a dressed-up, finished appearance 
that reflects its built-in value. Only 
the best, clear, seasoned ladder stock 
is good enough for the RID-JID. 
Patented rod construction under each 
step makes it the strongest household 
stepladder you can sell—sturdy, safe, 


practically unbreakable. Stock a few 
and watch how fast they move. 






























RID-JID STEP LADDER 


















A beautiful Ironing Table 
in FULL COLOR... 


A womaN has only to see the “Aristocrat” RID- 
JID Ironing Table to want it. Again color 
makes sales. May be had in Aztec Red, Gulf 
Stream Blue, or Apple Green. Rubber feet add 
to its steadiness and give it a finished appearance. 
The “Aristocrat” has a water-proof, warp-proof 
top—an improvement enthusiastically welcomed 
by women everywhere. See your jobber, 
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bS \. SCREW 
QRIVERS 


QUALITY 
LOW PRICE 
8'Size retails 





SCREW DRIVER 
AN OUTSTANDING VALUE 


An extra profit opportunity for the dealer 





MADE IN SIZES 3”—4”—6” and 8” 
DIAMETER BLADES 7/32” —1/4”— 5/16” and 3/8” 





Blade Hardened Entire Length 





TOUGH—HANDSOME 
Comfortable Wooden Handle 


FRE 


Goodell-Pratt Company 
Greenfield, Mass., U.S.A. 
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WALWORTH 
DRIVE WELL 
POINTS 


@ The market for Walworth Drive 
Well Points is by no means limited 
to agricultural districts. @ Suburban 
homes, country estates, the watering 
of stock and the drainage of marshy 
land for building construction have 
made Walworth Drive Well Points a 
valuable item for sale and profit in 
even metropolitan hardware stores. 
@ Walworth Drive Well Points are 
made from new wrought pipe, gal- 
vanized after the holes are punched 
and with a drive plug carefully fitted 
into a groove under hydraulic pres- 
sure to exclude sand and dirt. 

@ The Walworth Drive Well Point goes 
straight and true in the direction in 
which it is pointed; the plug is so de- 
signed that the pipe can't 
mushroom or split under 

the force of driving blows. 

@ All Walworth Well Points 

are carefully wrapped in 

paper, with the threads 

well oiled. @ Packed in lots of twelve 
or twenty-four in wooden shipping 
cases. 

@ We shall be glad to send you 
prices and further information. @ 
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WALWORTH 


Walworth Company, General Sales Offices: 60 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, IIl.; Greensburg, Pa.; and Attalla, Ala. 
Walworth Company Limited, 620 Cathcart St., Montreal, P.Q. 

- Walworth International Co., 11 Broadway, New York, Foreign Representative 


... Distributors in Principal Cities of the World... 
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Thousands of Hardware Mer- 
chants are making money on 
ATKINS Silver Steel Hack 
Saw Blades. 

AT 


YOUR 


ATKINS” 
SILVER STEET HACKSAW BLADES 


| 


Hardware 
Store 
If you want something new to in- 
crease your profits write for details, 
addressing Dept. “D,” E. C. Atkins 
& Company, Indianapolis. 





E. C. ATKINS & COMPANY 


Established 1857 The Silver Steel Saw People 


Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
BRANCH HOUSES 


Atlanta Memphis New York San Francisco Vancouver, B. C. 
Chicago New Orleans Portland Seattle Paris, France 
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What is the basis 
of “fair competition” 


A few poor business men “cry wolf” as 
soon as they hear the word competition. But most hard- 
ware merchants are red-blooded individuals. They look 
upon the right kind of competition as a stimulant — a 
sharpener of their wits. Actually, when they say “fair 
competition,” it means competition in their own class. 
There would be nothing sporting in matching a golfer 
against a tennis player—or a boxer against a wrestler. 
They don’t play the same game ... Neither does it seem 
sporting for a hardware manufacturer to sell both the 
hardware trade and the chain stores. The rules are not 
the same... McKinney’s method to aid fair competition 
is definite. McKinney products are sold only to the 


hardware trade. 


President 


McKINNEY MANUFACTURING COMPANY 
PITTSBURGH, PENNA. 


McKINNEY HARDWARE 
The Jewelry of the Home 


STRAP, T AND ButT-HINGES; NON-MorTISE BUTT- 
HINGES; MCKINNEY FORGED IRON HARDWARE; 
McKINNEY LocKs; GARAGE HARDWARE AND PADLOCKS 


SARIN OES 
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66 ACTION and reaction are equal and opposite in 
direction.” Most of us remember that old 
basic rule; it is one of the few which stick in 

our memories long after our school days are past. 

In view of the present agitation over the chain stores, 

it might be well to keep that rule in mind. 

Just at present we are hearing a lot of W. K. 
Henderson, who broadcasts daily over his radio 
station KWKH, Shreveport, La. Henderson seems 
to be the first anti-chain crusader who has been able 
to reach the great body of consumers, to gain not 
only their attention, but also their active support. 
Today there is a definite trend on the part of the 
consumer to study the chains from an economic 
standpoint ; to balance what seem to be temporary 
advantages against present and future disadvantages. 
In other words, the-public is becoming chain con- 
scious, largely through the campaigns of Henderson 
and others who have followed in his wake. 

Up to the present time this has worked out to the 
benefit of the so-called independent merchant, but 
—will there be a reaction? Will the Henderson 
crusade prove an exception to the old basic rule? 

To our mind, much of the success attained through 
the movement thus far, has been due to the fact 
that Henderson started out as an independent 
crusader, with no axe to grind. Coming from a 
source other than that of merchants who are in com- 
petition with the chains, the consumer regarded his 
efforts as unbiased. He was considered as a cham- 
pion of the people, not as a propagandist working 
in the interest of any particular group or class. As 
a result his words carried weight, and the movement 
he fostered took on a momentum beyond even his 
fondest dreams. 

We doubt very much if a similar crusade started, 
fostered and supported by independent merchants 
could ever have attained the same proportions. It is 
our opinion that so long as the public considers the 
present movement as unbiased and “in the interest of 
the consuming public” that movement will continue 
to grow. However, should the public ever come to 
consider it as a biased movement, promoted, fos- 
tered and financed by organized independent mer- 
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TRADE WINDS 


By LLEW S. SOULE 


Not Henderson, but YOU 















































chants, much of its effectiveness would be lost. 
There might even be a serious reaction. 

Public opinion in this country often changes over 
night. The clown of today may be the hero of to- 
morrow. Likewise the popular hero of today may 
be off his pedestal tomorrow. 

Now please do not misunderstand us. We believe 
that Henderson and others like him have done much 
to enlighten consumers and make them think favor- 
ably of the independent merchant. We believe that 
the crusaders have been honest and sincere in their 
efforts. We believe that they have told the truth; 
otherwise there would have been prosecutions long 
before now. But—we doubt the wisdom of making 
the present crusade an organized movement of inde- 
pendent merchants. Let it remain a consumer 
movement and take part in it as consumers rather 
than as competitors. 

There is also another thing to seriously consider. 
Economic changes are not decided on a basis of 
sentiment. No matter how much sentiment favorable 
to the independent merchant is created by the present 
movement, that sentiment can be maintained only SO gupppmemmms 
long as the store, the stock and the methods of the 
independent merchant ,justify it. 

Therefore instead of spending the bulk of his time 
and effort in “crusading” or in congratulating him- 
self on the success of the present movement, the in- 
dependent merchant should bend every energy at this 
time toward putting his own house in order ; toward 
making his store, his methods and his merchandise 
worthy of the sentiment created in his favor. 

All the Hendersons in the world will not influence 
consumers to trade in dark, dingy, unattractive 
stores. All the crusaders in the universe will not § 
induce people to seek hidden merchandise in prefer- 
ence to open displays. . 

The trend of public opinion is in your favor nov. 
It is up to you to justify that trend; to merit the 
favorable sentiment created ; to grow with the move- 
ment. In the final analysis business will go to those 
best fitted to handle it. : 

Your action will largely determine the character J 
of the ultimate consumer reaction. i 
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HOW VANDERVOORTS’ OUTBOARD 


HE past year witnessed the 
+ greatest motor boat activity 
ever known, and the sale of 
outboard motors of various types 
increased tremendously. To the 
hardware dealer who is among the 
first to take advantage of such 
trends on the part of the buying 
public, as, for example, the great 
wave of radio building through 
which many wideawake hardware 
men benefitted, this outboard motor 
rage is destined to bring much busi- 
ness. 
The sport of outboard racing has 


revolutionized the type of craft seen 
on the waters of the country. For 
a large part these craft are small 
and thus are comparatively easy to 
display, although the growth of the 
idea has made it necessary for many 
hardware merchants to provide ad- 
ditional floor space, sometimes in 
adjoining buildings to take care of 
the demand. 

Outboard motors, boats and _ fit- 
tings are all hardware merchandise, 
and an encouraging feature of this 
new development is that more than 
a few are building their own boats, 
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which means that more tools, paints, 
varnishes and accessories are in de- 
mand. The publicity being given to 
prominent racing events through- 
out the country all tends to ener- 
gize the desire for speed and more 
speed, which in turn means that, 
like the radio builders, your boat 
builder is not satisfied with the first 
one he constructs, nor the second, 
nor the third. To the hardware 
dealer who is prepared for this, and 
makes his store the headquarters for 
the amateur marine engineer, this 
spells cash in the till. Summer 
sports are on the increase and there 
is no time like the present to get in 
on this fast growing and profitable 
wave of trade. 


Pr )MINENT among these who 


have made the pastime profitable is 
the VanDervoort Hardware Co., of 
Lansing, Mich. Ed. VanDervoort, 
vice-president of the hardware firm, 
is a member of the racing commit- 
tee of the Lansing Outboard Motor 
Club, and the hardware store that 
carries the largest and most com- 
plete stock of racing and pleasure 
craft in central Michigan is the 
VanDervoort store. 

“Beginning about the first of 
March,” says T. A. VanDervoort, 
president of the firm, “we advertise 
in the newspapers consistently. 
While we do not stage races or or- 
ganize boat clubs, we encourage 
them as much as possible because 
of the interest they create in out- 
board motors. 

“The salesmen in charge of this 
department are enthusiastic out- 
board motorists and are in touch 
with other fans. We make it a 
point to sell the outfit we are push- 
ing to the most rabid of them, as 























E. R. 
VANDERVOORT 





This window display and the store display opposite show the price ranges enjoyed in this hardware store selling motors and boats 


we feel there are certain key-men 
whose judgment will be of value to 
their friends in selecting an outfit. 

“There is a used motor problem 
that has to be dealt with, much the 
same as the automobile dealers have. 
Some will not buy a motor unless 
they can first sell the old one or 
trade it in on a new one, so it be- 
comes necessary for a dealer, if he 
is going to get a volume of busi- 
ness, to take in old motors, but they 
must be taken in at a price that will 
permit them to be resold at a profit. 
This, however, can be done if the 
motor is gone over and put in good 
condition before it is offered for 
sale. We-have found that used 
boats and motors can be sold to 
advantage. 

“No customer will buy a_ boat 
from a catalog, but likes to see the 
article itself. Again, the customer 
will not buy the motor until he is 
ready to use it, and if he waits until 
June the boat companies are so far 
behind on deliveries that he cannot 


By J. A. WARREN 


gees VEN the sports are 
set changing. It is no 

~ longer pleasur- 
able to travel the highway 
in a motor car. The auto- 
mobile is merely transporta- 
tion. What's to be done 
about it? In our store we 


are selling: boats and out- 
board motors. Last year we 
sold 147 such motors of one 
make and 87 boats. We 
plan to sell more this year.” 
—A. D. VanDervoort, Lans- 
ing, Mich., addressing the 


Michigan convention 
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vet a boat for that season’s use. It 
is necessary for the dealer to take 
in a quantity of them early when 
the manufacturers are able to make 
delivery.” 

The VanDervoort Hardware Com- 
parry was very pleased five or six 
years ago to sell four or five motors 
a season, but today it is selling 
in the neighborhood of 200 a sea- 
son. This gives a slight idea of 
the possibilities of the boating sport 
when cultivated by the hardware 
man who is after business, 

As an instance of the public’s in- 
terest in this water sport, 40,000 
people gathered on the banks of 
the Saginaw River last season when 
the Saginaw Canoe Club staged a 
race there. This was but one of the 
many gatherings of this kind, which 
quicken the desire to own an out- 
board motor boat. 

Getting in on the early stages of 
the growth of outboard motor boat- 
ing as it is now developing will 
mean success and profit for many. 
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ane EASTER A SECOND 


C prisms: 


ITH many families the Easter 
W Season is second only to Christ- 
mas as a time for remembering 
young children with playthings. Many 
hardware merchants have found a special 
toy display for two weeks prior to Easter 
Sunday most profitable for getting this 
trade. It is desirable that such displays 
whether in the window or in the toy de- 
partment have the proper Easter atmos- 
phere. Rabbits, colored eggs, chickens, 
Baby Bunting, etc., are characteristic of 
the season and should be brought promi- 
nently into any display effort. 
Manufacturers of stuffed animals and 
dolls and of the bisque face dolls make 
up a wide variety of models primarily 


George Krause Hardware Co., 
Lebanon, Pa., make a special dis- 
play of bunny dolls at the Easter 
season which is irresistible to 
children during this season 


intended for a short profitable selling 
campaign prior to Easter. The Gev. 
Krause Hardware Co., Lebanon, Pa., al- 
ways feature such items. A picture from 
that store is shown on this page. 
Easter is celebrated this year on Sun- 
day, April 20. A window display not 
later than April 10 on this subject should 
prove useful in stimulating the Easter 
toy gift trade toward your store. Krause 
displays always have visible price cards 
and embrace an assortment of suitable 
doll numbers. In a window a few colored 
eggs would help carry out the idea and 
would enable you to sell egg dyes which 
are active and profitable during Easter 
Week which starts on Monday, April 14. 
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| BASEBALL 
NEEDS 
THE 
LOCAL 


MERCHANT 


league baseball teams reminds us that within a very 

few weeks the national game will again be in full 
swing and the 1930 campaign for the pennants will be 
on. Much earlier than that the boys on the sandlots will 
be “knocking out flies” and planning their schedules for 
friendly games. 

It is a matter of record that while professional base- 
ball league teams made little or no money last year, 
amateur and semi-pro teams gained in their share of 
public interest during 1929. The latter condition is of 
special concern to the hardware merchant handling sport- 
ing goods. These home-town teams are his customers 
and their influence on the game locally is of great 
importance to him. The youngsters who spend a good 
portion of their spare hours on the diamond are in- 
spired by the prowess of the local stars, and so the 
encouragement of baseball matches and provision of 
playing fields should occupy some thought. If the game 
is to flourish in your community all cooperation possible 
should be given to the formation of leagues and en- 
couragement of local teams. 

One of the effective ways to stimulate interest in the 
national game at an early date is to call attention in 
window displays and advertising to the National Baseball 
Week, April 7 to 14. Newspapers will be ready to co- 
operate editorially in this venture, because of its news 
value, and every advantage should be taken of it by 


P | NAHE presence in southern training camps of major 
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THE FATHER oF BAsesaur 


the merchant to stimulate greater interest than ever. It 
is a good time to start activities leading to the formation 
of teams and leagues. There are enough boys and 
youths in the average town to form several teams and 
the organization of leagues of these teams will mean 
much to the hardware merchant who is identified with 
their promotion. ; 


Baseball Is 91 Years Young 


In connection with the incoming baseball season it is 
interesting to note that the national game is in its ninety- 
first year. Major General Abner Doubleday, while play- 
ing the English game of rounders, it is said conceived 
the idea of the game, marking out his first diamond with 
a stick. Since that time there have been many changes 
in the game of baseball. For instance the original ball 
consisted of two and a half ounces of rubber and yarn 
with a leather cover, while today’s ball weighs six and a 
half ounces and measures ten and a half inches in circum- 
ference. It is to the new and harder ball that we are 
indebted for such accessories as chest protectors, padded 
gloves, masks, catching mits, etc. The game originally 
was played with bare hands. 

Abner Doubleday taught the soldiers in camp the new 
game and in this way rookies carried the idea to all 
corners of the country, with the result that many men 
now are engaged in it as a lucrative profession. 
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This extensive window display 
of toys was used by John C. 
Ross Hardware Co., Austin, Tex. 


TOY FACTS YOU 
SHOULD KNOW 


To children toys are 
necessary all year round 
—which makes them 
important merchandise 


The John C. Varick Co., Manchester, 

N. H., display shown here was photo- 

graphed by the firm’s photo depart- 
ment 


HOUGH many adults may 

think of toys generally as 

mere playthings to interest 
children and keep them out of the 
way, a little thought on the subject 
quickly reveals that to the active 
healthy child mind most toys pro- 
vide a means to “ape” the actions 
of grown-ups. 








Children wish to do the things 
their parents do. A little girl wishes 
to copy the activities of her older 
sisters. The small boy wishes to 
follow the footsteps of his older 
brothers. That is why the toy busi- 
ness gets better each year. The 
quality of toys improves and the in- 
genuity of designers shows a wider 
scope of activity. 

The domestic and maternal in- 
stincts are strong in the little girl 
whose toy preferences are directed 
toward dolls, doll carriages, doll 
houses, doll clothes, juvenile furni- 
ture, miniature kitchen utensils, tea 
sets, stoves, irons, wash tubs and 
boards, and the countless other toy 
items of this type. 


Tue small boy who likes to work 
out imaginary problems will get 
great fun from an electric train 
outfit, to which extras can be added 
indefinitely. He will visualize little 
villages, railway stations, moun- 
tain tunnels, mountains, etc., and 
hope for the extra pieces of equip- 
ment which complete his vision. Or 
perhaps the construction sets of va- 
rious types may appeal to him. If 
he likes to play soldier, cowboy, In- 
dian or policeman the juvenile suit 

















outfits and extras will please him 
most, and perhaps a lead soldier 
outfit, small battleships, etc. 

As children of both sexes grow 
older they will lean toward juve- 
nile vehicles, books and games and, 
of course, before they reach the 
period of interests mentioned before 
they will of course appreciate the 
bell toys, stuffed animals, or any- 
thing with both color and action 
possibilities. 

All through the toy age children 
will have whims which suggest the 
type of toys most appropriate. The 
age, sex and these whims should be 
taken into consideration in the pur- 
chases of their toys. The hardware 
dealer who gives some thought to 
these angles will be in an advan- 
tageous position to render some real 
service to many of his toy depart- 
ment customers who seek sugges- 
tions. 


FE very day is some child’s birth- 
day. With an all-year toy depart- 
ment properly promoted you can 
reasonably expect some toy busi- 
ness every day. To fond relatives 
and friends seeking gifts for birth- 
days, Easter, or to give during a 
visit, the question of what to buy is 
frequently a problem. To such cus- 
tomers a sympathetic interest will 
be a trade winner. Ask the age, sex 
and interests of the child to be fa- 
vored and help select something in 
your stock which conforms to the 
requirements. 

Such special service will not al- 
ways be needed. Often the cus- 





tomer will look about your toy de- 
partment intending to spend a defi- 
nite sum. To such a prospect the 
price division in your toy displays 


will be a great time saver. Many 
toy departments are arranged partly 
in price groups. The popular and 
apparently profitable plan seems to 
be 50 cents, $1, $1.50, $2 and $5 
tables, with suitable signs indicat- 
ing the classification. 


Tue range of prices to be used 
for this purpose will likely be gov- 
erned by local conditions. The av- 
erage circumstances of your pros- 
pects must be considered in plan- 
ning such divisions. If you are not 
able to gage this accurately it may 
be necessary to experiment cautious- 
ly by trying two or three price as- 
sortments and studying the sales 
reaction. It is well to study the 
progress of your toy sales even 
though you are fairly sure of your 
ground. Observation tells us that 
many dealers believing theirs is a 
low-priced territory have found 
their best-selling items in the higher 
price brackets. They could only 
learn this through experience, and 
so we urge that you give some 
thought to this problem. 

The John C. Ross Hardware Co., 
Austin, Tex., operate a profitable 
all-year toy department on the sec- 
ond floor and experience little dif- 
ficulty in getting people off the main 
floor. Mrs. Etta Hall Merrill of this 
company makes this comment on the 
subject : 

“We consider toys one of the 
most important items in the store, 
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Mrs. Etta Hall Merrill ar- 

ranged this window display and 

found the nose marks of 

children hard to keep cleaned 
off the glass 


especially during the holidays. At 
that time we crowd stock on the 
first floor and make room for them 
then, but during the summer months 
we keep them on the second floor. 
“How do we encourage custom- 
crs to go upstairs? Well, when peo- 
ple want to buy toys between holi- 
day seasons they are usually buy- 
ing birthday presents, or something 
for a child who is ill, and then, too, 
they have more time, and it really 
isn’t hard to get them to walk a 
flight of stairs. If one doesn’t feel 
inclined to go up to look at the toy 
called for we go up and bring it 
down for inspection. However, we 
rarely ever have to do this. We tell 
them how sorry we are that we have 
to ask them to go upstairs, but lack 
of space downstairs is the cause. 


bing” 

Vou know, a crowded stock 
during the holidays isn’t a detriment 
to the store because customers ex- 
pect it, but we couldn’t keep it that 
way all the time. 

“We sell so many velocipedes, 
coaster wagons and other wheel 
goods all the year that we con- 
sider them staple items. We have 
such long summers here, and chil- 
dren play outdoors most of the 
time. 

“Our store is one of the oldest 
places in Austin. We have a win- 
dow twenty feet long and six feet 
deep, with two very large posts in 
front which makes it impossible to 
get a picture without taking it in 
three sections and pasting them to- 
gether, as I have done.” 

(Continued on page 98) 
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A strong anti-chain store sentiment appears to be growing in 
the country. Here is an account of the latest attack upon 
chain methods by a forceful advocate of the independent 
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WINFIELD H. CASLOW 


The Crusader of Main Street 


Winfield H. Caslow, of Grand Rapids, Michigan, 
takes up the cudgels for the independent merchant 


RAND RAPIDS and west- 
G central Michigan gather 
around the home radio 

nightly to absorb the highly charged 
anti-chain gospel broadcast by their 
31-year-old “Main Street Crusader,” 
Winfield H. Caslow, from the little 
500-kilowatt station, WASH, which 
used to be run in behalf of regional 
laundry interests. His followers— 


and there are thousands—fervently 
believe his message has indisputable 
cleansing value. 

These Michigan bolts, of course, 
are part of the same electrical dis- 
turbance so intensified last No- 
vember by W. K. Henderson from 
his own powerful station, KWKH, 
Shreveport, La. “Ol’ Man Hender- 
son,” as he is affectionately known 
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to himself and many of his devoted 
listeners, took up the radio fight for 
the independent merchants three 
months ago when the business 
methods and community behavior 
of the chains came to his shrewd at- 
tention. 

Nor is it his first fight. Fighting 
on the air, one judges, is his su- 
preme pleasure. 

Lately complaints were registered 
by some of the more fastidious 
against the hot vigor of his speech. 
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They called it profanity. But, minus 
several of his pet expletives, his 
southern drawl continues to keep 
the ether waves busy transmitting 
his characteristic protest against 
what the chains are doing; it is as 
familiar to rural Minnesota as it is 
to the urban ears of New Orleans. 
Saunders Norvell heard a good deal 
of Hendersonism when he went to 
Kansas City last January to talk to 
the Western Retail Implement and 
Hardware Association, and wrote of 
it in a recent issue of HARDWARE 
AGE. 

The movement is too young to 
justify any forecast as to its prob- 
able maturity. Yet it is a movement 
and deserves close mercantile ob- 
servation. Most hardware merchants 
appear to derive increased courage 
from this new “sign of the times.” 
In Michigan their attitude ranges 
from unfettered enthusiasm to pas- 
sive favor. Few, if any, are op- 
posed. Now and then a conserva- 
tive is encountered who apprehends 
that the flare-up may degenerate into 
an unlovely display of mass psy- 
chology, if he does not already deem 
it that. 


Anti-Chain Movement Grows 


For thirty days or more hundreds 
of communities have been manifest- 
ing intense interest in the air-pro- 
moted anti-chain cause. In scores of 
towns independent dealers have gone 
into spontaneous huddles and raised 
money to send their vociferous ad- 
vocate in Shreveport. In many rural 
districts farmers have been won over 
to the side of the local merchants, an 
achievement not far short of a 
miracle. 

In Grand Rapids consumers meet 
in schoolhouses to be addressed face- 
to-face by “Crusader” Caslow, and 
they are liberal when the hat goes 
round. In between radio talks he 
speaks to similar audiences elsewhere 
in Michigan with similar results. 
Singly and altogether, these meetings 
are remarkable exemplifications of 
keen consumer concern in a mercan- 
tile principle toward which the aver- 
age citizen has so long been consid- 
ered indifferent or hostile. 

The retail hardware mind came into 
thrilling contact with the Caslow cru- 
sade at the Grand Rapids convention. 
Most of the western Michigan deal- 
ers had already known much about it. 
But Station WASH has a limited 
reach. The message, as “The Main 
Street Crusader” delivers it, probably 
does not carry farther than a hun- 


dred miles in any direction, modified 
by competitive broadcasting from 
other and stronger stations. 

At least one convention guest from 
the east, Secretary John B. Foley of 
the New York association, had never 
heard of the formidable Henderson, 
whose drawling, “Hello, world; dog- 
gone, don’t you go ’way!” are by- 
words throughout the Mississippi Val- 
ley and beyond. 

In many hardware stores “Don’t 
you go ’way!” is the standard phrase 
for delaying the departure of a wel- 
come visitor. That indicates how well 
known the picturesque Shreveport 
champion is over two-thirds of the 
continent. 


Terms Chains—Syndicates ! 


After Caslow had addressed them 
the Michigan dealers gave him such 
a “hand” as few speakers ever get in 
any kind of a gathering. He prefers 
to call the chains “syndicates.” The 
subject of his talk at the Grand 





W. K. HENDERSON 


Shreveport, La., Anti-Chain Store 
Radio Broadcaster 


Rapids convention was: “Can the 
Syndicate Be Whipped? And How!” 
The wording admirably indicates the 
high and confident pitch of his at- 
tack. 

That same day he made five anti- 
syndicate speeches. One of them was 
before a local meeting of clubwomen. 
Over the Grand Rapids territory he 
is much in demand at all sorts of 
gatherings. Perhaps any other equal- 
ly fervid speaker would be, but it is 
significant that his inevitable theme, 
“Down with the Syndicate and Up 
with the Independent!” proves popu- 
lar wherever he speaks. 

Both the sociologist and economist 


would find a rich vein of material in 
Caslow, the response he arouses and 
the fast-forming public frame of mind 
he and Henderson promote and sym- 
bolize. What it all means to the mer- 
cantile world is still a wide-open 
question, but that the issue concern- 
ing the chain and its works will loom 
bigger and brighter for some time to 
come seems certain. 

Already reports emanate from 
North Carolina that women’s organ- 
izations in three good-sized cities in 
that State have held meetings to boy- 
cott the chains and urge loyalty to the 
home merchants. Doubtless the same 
thing is going on in other scattered 
communities. 

Caslow broadcasts every night, ex- 
cept Sunday, from his short-radius 
station. His twenty minutes are packed 
in between 7:30 and 7:50 Central 
time. He’s religious, and freely 
sounds that note, though he belongs 
to no church. His father is a preacher. 

Eight years ago, today’s anti-syn- 
dicate crusader worked in a Grand 
Rapids furniture factory. An order 
came in from one of the two big mail- 
order houses for 2500 dining room 
suites, according to his account. That 
called for 15,000 chairs. Price-pres- 
sure, of course, governed the deal, 
and Caslow’s piecework rate dropped 
from $1.90 to $1.47 a hundred. 


Says Syndicate System Is Wrong 


“You've got to turn out a lot of 
chair backs at that rate to make $30 
a week,” says Caslow. “Moreover, the 
quality of your work suffers. A good 
furniture worker is proud of his work 
and feels an obligation to the user.” 

It would be easy to say that if he 
didn’t like the conditions he should 
have quit, though that would scarcely 
correct the conditions. Well, Caslow 
did quit, but he didn’t stop at quitting. 
He went into other work. His moral 
indignation dreve him to study the 
economy of the thing that had hap- 
pened to him. 

He laid it all to the syndicate sys- 
tem of buying and selling: More and 
more pressure for cheaper and cheap- 
er products until producer and con- 
sumer gets caught in the self-same 
squeeze. As he read and studied and 
inquired after hours he accumulated 
plenty of good ammunition for at 
least one good soap-box speech. 

3ut Caslow is not of the labor- 
agitator type. Too, it is to be remem- 
bered that all of us are soap-boxers 
of one sort or another. We are al- 
ways trying to convert others to our 
way of thinking. Even the silent man 
proclaims his constitutional aversion 


to talk by his very mumness, 
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Pursuing his right to express him- 
self, Caslow at length got hold of a 
neighborhood weekly in Grand Rapids. 
He had a gorgeous time of it for a 
year or so, printing pretty much what 
he pleased. With an organ of his own 
he was able to soothe his itch for writ- 
ing and keep up his agitation against 
the chains. 

For financial reasons, however, the 
organ soon uttered its dying wheeze 
and left its editor with $2,000 worth 
of debt. Then he organized a league 
of local merchants to fight the chains, 
but the league didn’t last long. His 
friends among the Grand Rapids mer- 
chants at that time were relatively 
cool toward his campaign. 

Like the frog in the sour cream, 
Caslow kept kicking and soon kicked 
up a small island of butter which of- 
fered him initial refuge. With new 
capital of $65, he paid out $55 of it 
for twenty minutes at the microphone. 
That was early in January. His first 
radio speech in favor of the inde- 
pendents must have been a hit, for 
now he has about 250 Grand Rapids 
merchants at his back and enough 
money on hand to insure a vocal out- 
let over the air until the middle of 
April. 

The crusader himself draws $20 a 
day to cover living and traveling ex- 
penses. Roy Jurgens, a Grand Rapids 
merchant, keeps track of the fund as 


it comes in and goes out. Aside from 
this there is no organization. 


ls Accomplished Speaker 


Caslow says he won't let anybody 
tell him what to say. That, he thinks, 
would wreck the movement. He has 
plenty of ego, but is polite regardless. 
He has a ready answer for questions, 
though he is not afraid to say, “I 
don’t know.” His platform wit enter- 
tains the crowd, with perhaps a mini- 
mum of encroachment on his sin- 
cerity. 

His ardor approaches fanaticism, 
but humor brings him up just short 
of it. That he has somehow received 
a “call” to do what he is doing seems 
to be fairly well fixed in his mind, 
though he does not express it in ultra- 
pious terms. 

“Tt looks as though the consumers 
and the independent merchants need- 
ed a Moses to lead them out of the 
wilderness, so I guess I’m the goat.” 
He dropped that remark one night in 
conversation with a group who had 
been questioning him. Delusions of 
grandeur? Not necessarily. It might 
have been just the pure sap of youth 
running its healthy course. 

Caslow’s oratorical output is much 
smoother than Henderson’s. The 


Michigan crusader seldom offends 
anyone except the listener who dis- 
trusts most tricks of oratory. Hender- 
son frequently offends such a person 
and every stickler for good taste. 

But in some circles down toward 
Shreveport criticism of the master 
of KWKH isn’t considered the easi- 
est way to bring comfort to the critic. 
Popular loyalty to him is intense. 
Mass psychology. Home-town feel- 
ing. Mercantile gratitude. It’s hard 
to give it an accurate name. Yet in 
and around Grand Rapids many peo- 
ple are just as loyal to Caslow. He 
has a fervid following, and rejoices 
in the midst of it. 


Consumers Contribute to Cause 


During the Michigan convention, 
after he had talked to the Wolverine 
dealers and broadcast his nightly 
speech on the air, Caslow drove out 
to Fairview school in a populous 
neighborhood near the edge of the city 
and addressed the meeting of a neigh- 
borhood improvement association. 
With him were several outsiders eager 
to see him perform and observe the 
reaction. 

A large room was packed full of 
men, women and youngsters, some 
standing. The moment the advocate 
of independent merchandising ap- 
peared at the rear door of the stage 
he was greeted with handclapping: 


those hands clapped as though they 


meant it. 

The audience itself was as remark- 
able as the speaker. Grand Rapids 
boasts a large admixture of Dutch 
blood. Sturdy people from Holland 
settled in that part of the State some 
fifty years ago; they and their de- 
scendants form the predominating 
element in the city. Yes,’“Vans” are 
thick. 

Caslow lost no favor with his hear- 
ers by telling them that his wife was 
of Dutch descent. He spoke a few 
words in the language of the older 
ones present, which seemed to hurt 
no feelings. It was an unusually 
good-natured crowd. They laughed 
and smiled at every sally, and sus- 
tained their interest to the last word. 

The chairman, an employed printer, 
then proposed a_ collection. China 
bowls were passed. Coins clinked, but 
the dollar bills could only be seen. 
When the money was counted, more 
than $80 had been added to the anti- 
syndicate fund. 

Imagine consumers—most of them 
working people—that much interested 
in a cause which formerly they had 
never thought their own! Caslow and 
Henderson are making a lot of such 
converts. Just how permanently they 


have been converted is another mat- 
ter. In the meantime Caslow is urg- 
ing the independents to make haste in 
their preparation to deserve this re- 
turn of the wanderers. 

At the close of the Fairview meet- 
ing, before Caslow could rejoin those 
who had come with him, he was sur- 
rounded by congratulating friends 
from the audience, numbers of whom 
brought him incidents of what they 
believed to be malpractice in mer- 
chandising on the part of the chains. 
Thus Caslow gets much of his infor- 
mation. 

“T have plenty of volunteer detec- 
tives,’ he declares. “What I don’t 
know they find out for me.” He says 
he checks on each important bit of 
information brought to him and veri- 
fies before broadcasting it. 

Some of the chain employees them- 
selves tell him things he might not 
otherwise learn. In five local cases, 
Caslow reports, chain managers have 
left the chains and, with the aid of 
friendly capital, started independent 
stores of their own, reapplying the 
good features of their chain training 
and abandoning the bad. 

It is pretty well understood in 
Grand Rapids that the chain volume 
is rapidly receding. While the Michi- 
gan convention was on a half dozen 
hardware men dropped into. the base- 
ment hardware store under a big mail- 
order branch, 

The room was perhaps 80 feet square. 
It contained an attractive, modern lay- 
out of merchandise, all hardware, The 
stock was complete. Though at the 
peak trading hour in the middle of 
the afternoon, only one customer was 
seen when the independent scouts went 
in; later, as they left, they saw two 
farmers who had bought tires. 


Grand Rapids Is Caslow 
Conscious 


To a proprietary eye that mail- 
order store must have been a dismal 
spectacle. It had been published in 
the Michigan Tradesman of Grand 
Rapids that the lease on this prop- 
erty is for sale at $50,000. Even an 
elevator boy up the street had heard 
that, probably over the radio. 

“What do you think of what Caslow 
says?” he was asked. “Some people 
think it’s bunk, but I don’t,” he an- 
swered. 

Grand Rapids is Caslow-conscious. 
No doubt of that. A waitress in a 
hotel coffee shop said she had not 
heard of him. “But we don’t have 
any radio,” she explained. “There's 
no radio at our place,” said a taxicab 
driver, “but sometimes we go out and 

(Continued on page 110) 
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ONE HUNDRED DEALERS ATTEND 
SOUTHERN CALIFORNIA MEETING 


ONORED with the presence of 
National President J. Charles 


Ross, National Vice-president 
W. B. Allen, Past-president Hobart 
R. Beatty, and former Secretary P. J. 
Jacobs of Wisconsin, leading hard- 
ware merchants of southern Cali- 
fornia gathered over 100 strong at 
the Alexandria Hotel, Los Angeles, 
for the annual convention of the 
Southern California Retail Hardware 
Association, Feb. 25 and 26. AIl- 
though the attendance was not as 
large as on some occasions in the past, 
it included representative merchants 
from all sections of the Pacific South- 
west, and all were thoroughly re- 
warded in the vitality of the program 
presented, following the National out- 
line. 





C. E. LEHMER 
Retiring President 


E, L. Harter, of the Central Hard- 
ware Co., Hollywood, was elected 
president for the coming year, with 
Geo. W. Green of Long Beach as 
first vice-president and C. F. Mess- 
man of Los Angeles as second vice- 
president. H. L. Boyd continues as 
secretary-treasurer. A program of 
monthly meetings at Los Angeles has 
been determined upon, with the first 
gathering the first Monday evening 
in April. 

Due to the illness of President C. E. 
Lehmer of Alhambra, Vice-president 
Harter presided over the first day’s 
sessions, introducing Mr. Beatty in 
the morning for a summary of the 
Oklahoma Congress and the general 
National educational program, and 
again in the afternoon for a spirited 


and forceful presentation of “Modern 
Methods,” including store arrange- 
ment -and up-to-date merchandising 
methods. George H. Eberhard of San 
Francisco, business analyst and fore- 
caster, summarized the “Problems of 
1930,” counseling an adherence to 





E. L. HARTER 
Elected President 


sound economic principles, close ob- 
servation and study of local problems 
and competition, thinking out in quiet, 
and actively, aggressively following a 
planned course of procedure. 

President Lehmer was in the chair 
for the second day’s two sessions, 
which were featured by Mr. Beatty’s 
presentation of the benefits of a local 
business survey, Mr. Ross’ outline of 
the activities and services of the Na- 
tional association, Mr. Beatty’s shirt- 
sleeve address and laboratory exer- 
cise on Business Control and Unit 
Control as practiced in his own store 
at Clinton, Ill, and Mr. Ross’ intro- 
ductory address on “Business—Past, 
Present and Future,” or “Making the 
Most of My Opportunities,” in which 
he brought out the progress which has 
been made in the past two decades in 
all fields of science and industry to 
speed up and raise the standard of 
living. He then pictured the old- 
fashioned hardware store to empha- 
size the necessity of keying up re- 
tail hardware merchandising to the 
changed standards of present life and 
business environment. 

During the sessions members of the 
association were called upon for re- 
marks from the floor, illustrating their 
own experiences and methods in vari- 


ous departments and particular situa- 
tions. 

Fred Forrest, who displays 100 
stoves on his retail floor in Los 
Angeles, differentiated between con- 
structive and destructive competition, 
declaring that the individually owned, 
small, unprincipled independent store 
was most conspicuous in the latter 
class. “The chain and mail order 
store is good competition,” he de- 
clared, and testified that the biggest 
day’s business in the history of his 
store was the day that Sears, Roe- 
buck & Co. opened its retail store in 
his neighborhood. 

Harry Woodward of the Metro 
Hardware Co., Glendale, expressed 
the belief that merchants spend too 





H. L. BOYD 
Secretary 


much time worrying about competi- 
tion, and that fewer, bigger stores 
should be the objective of the indus- 
try. He makes it a practice to keep 
his stock so complete that any call 
can be filled, even to a stick of red 
sealing wax or a 12-in. bellows, which 
customers have been unable to find 
in any other store in his locality. Out 
of 35,000 items in his stock, only 10,- 
000 are competitive and the balance 
exclusive. 

Leo Calkins of Inglewood has made 
it a point to cultivate the friendship 
of the managers of all chain stores 
and mail order stores in his commu- 
nity, with the result that they send 
customers to him for merchandise 
that they do not carry in stock. He 


. declared that the ideal location for 


(Continued on page 76) 
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by SAUNDERS NORVELL 


VERY now and then someone writes: “Why don’t 

you write an article about a retail store? You 

write about manufacturers, jobbers, salesmen, and 
almost everything else except retailers. Now come across 
with a good retail store article.” I have felt there is a 
good deal of justice in this criticism and so I have been 
looking around for a retail hardware store to write up. 
The opportunity presented itself on my recent visit to 
Kansas City. There I had the pleasure of meeting Mr. 
Charles B. Shaeffer, president of the Bunting Hardware 
Company, at the convention of the Western Retail Imple- 
ment and Hardware Association. Mr. Shaeffer invited 
me to drop into their retail store. 

This concern is organized to do a straight retail busi- 
ness. They are not jobbers or semi-jobbers. I under- 
stand, however, that their mail order business, not only 
locally but from the surrounding country, is quite a 
considerable part of their total business. Before writing 
further, I wish to present the problem that is confront- 
ing many retail dealers in the larger cities. In most of 
our cities the streets were laid out in an early day when 
there was not only very little traffic, but horse traffic. 
In these days, with automobiles and a large increase in 
population, many of our cities are suffering from narrow 
congested streets. Parking of automobiles is only per- 
mitted for a short time, and as a great deal of buying 
these days is done by drivers of automobiles, purchasing 
in the congested downtown districts of many of our cities 
is a very troublesome and irritating occupation. 


Orn CE upon a time, people walked. Now, especially 
in the West, almost everybody travels on wheels, but the 
cities have not yet adjusted themselves to this new con- 
dition. 

There has also been another development. In the 
old days of horse cars and smaller cities, the residential 
section was close to the business section. Cities were 
built close up. There were long rows of brick houses 
without any yards or gardens. People could walk down- 
town easily, or they could take the slow-moving horse 
cars of those days. Now, with interurban electric cars, 
this whole picture is changed. People have built houses 
far away in the suburbs, where they can have plenty of 
room, light and air. This evolution has led to the de- 
velopment of small trading centers in the suburbs of all 
of our large cities. The very best trade surrounds these 
centers, and this buying in the suburbs, especially by 


women, has had a serious effect on the sales of retail 
stores in the downtown districts. 


Tu FE. Bunting Hardware Company has met this prob- 
lem by establishing a number of branch retail hardware 
stores in the suburbs of Kansas City. They tell me 
that they are conducting not a chain of stores, but a 
central mother store in the downtown district supplying 
smaller stores in the suburbs. They call this the branch 
store system. Of course, the idea is practically that 
adopted by the banks in our larger cities. The banks 
quickly discovered that many depositors and customers 
would not come downtown to the central bank. There- 
fore, they had the mother bank establish branches in 
various convenient parts in the city. In other words, 
first bankers and now businesses are following their cus- 
tomers to the neighborhoods where they live. 

Mr. Charles B. Shaeffer, president of the Bunting 
Hardware Company, introduced me to Mr. Frank H. 
Spink, secretary and treasurer of the company, who is 
also in general charge of purchasing. Mr. Spink has 
been connected with the company since 1912, starting 
in the shipping department, later in the city sales depart- 
ment, assistant purchasing agent and then purchasing 
agent. He was born in Louisville; Ky. 

Mr. John W. Meyer, assistant manager of the builders’ 
hardware department, has been connected with the com- 
pany since 1909. Mr. Meyer came from New York 
City, and was a salesman in a grocery store before 
going West to grow up with the country. 

The first man I met upon entering the store was Mr. 
John Rule. It is his job to meet all visiting customers 
and also to see them out. He stands at the front door. 
Mr. Rule has been well selected for this position because 
he has a most pleasing and engaging smile. If he hap- 
pens to see someone going out with rather a grouchy 
expression, it is his job to pleasantly greet him and ask 
if everything is entirely satisfactory. If it is not, he 
detains the customer and makes an investigation into 
the cause of his unhappiness. 

The sporting goods department is under the direction 
of Mr. John Creegan. At the time I called, in January, 
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with the thermometer somewhere about 19 degrees below 


zero and the streets deep in snow, business was naturally 


dull. Mr. Creegan, however, was not reading the Wash- 
ington News, or sitting in an easy chair with his feet 
up. On the contrary, he was dressed in overalls and 
was busily engaged in painting the fixtures in his depart- 
ment. Mr. Creegan, as a fellow worker I greet you. 
The assistant manager of the sporting goods depart- 
ment was Mr. Winn. It seems to me that is a good name 
for anybody in a sporting goods department. 


Me. RAY BALL, manager of the cutlery depart- 
ment wanted to know from me how to increase their sales 
in scout knives. I told him it was perfectly simple Just 
place a screw eye in the ceiling, over the main cutlery 
case. Then let down a thin copper wire to about two 
feet above the top of the showcase. Open all the blades 
of a scout knife and attach the knife by the ring on 
the handle to the copper wire. Of course this knife 
would swing like a pendulum. The copper wire would 
soon turn green and practically disappear. Everybody 
entering the store would wonder how this knife was 
suspended in this manner. Then the conversation would 
drift to scout knives, can openers, corkscrews and every- 
thing in general. Several dealers have told me this little 
idea had doubled their sales in scout knives. Mr. Ball 
informed me he would adopt this plan at once, and I am 
interested to receive a report from him as to the results 
in increased sales. Mr. Ball was formerly connected 
with Fayette R. Plumb and before that had experience 
selling insurance. 

Another employee in the cutlery department was Mrs. 
Marie Overcash. That is also a good name. Much 
better than “short of cash.” It is a good idea to have a 
lady in the cutlery department to look after the women’s 
trade on shears, etc. I stopped and had a little chat with 
Mrs. Overcash on shears. I found that she “knew her 
onions” as applied to cutlery. 

On the second floor, I found a great variety of kitchen 
utensils, gas ranges, refrigerators, etc. This department 
is under the management of Miss Mona Yeo, who has 
been with the Bunting organization for eighteen years. 
































I am told that Miss Yeo is one of the best “hardware 
men” in the house. She has had a general experience 
in a number of departments. During the war, when the 
organization was shot to pieces because so many of the 
men had enlisted, Miss Yeo actually took charge of the 
city order department, which had to do with contractors‘ 
and industrial supplies. 

The Bunting organization is comprised of a tool and 
shelf hardware department, a cutlery department, a sport- 
ing goods department, a paint department, a household 
department, a contractors’ and industrial department, and 
a builders’ hardware department, also branch stores in 
the suburbs of Kansas City. Each of these departments 
is headed by a manager who is in absolute charge of his 
department and is considered an assistant sales manager 
and likewise an assistant buyer. 

The contractors’ and industrial department was formed 
to take over all contractors’ and industrial items such as 
sash weights, sash cord, wire rope, wire rope blocks, 
shovels, wheelbarrows, etc. These items were misfits 
in the builders’ hardware department and also misfits 
in all the other departments. They were likewise con- 
sidered to be very unprofitable and more of a nuisance 
than anything else. Through the organization of this 
department, they have been able to take those items and 
put them on a profitable basis. This department also 
checks the charges for all of the retail departments and 
handles most of the telephone orders for miscellaneous 
lines in the retail departments which have to do with the 
contractor, builder and industrial companies. It is like- 
wise a tie-up between tle builders’ hardware department 
and all of the other general departments. 


In addition to the sales department, there is a pur- 
chasing department, a credit department, a shipping de- 
partment, a receiving department, and an advertising 
department. All of the sales programs, the purchasing 
programs and advertising programs are developed and 
put through by each of those persons who is in charge 
of acertain practical function. All of the general policies 
and general programs are outlined and developed by one 
person. 

The main store is very bright, light and attractive. The 
color scheme is ivory ceiling and ivory walls. The 
sample panels for hardware and fishing tackle depart- 
ments are green. The fixtures are a dark oak, the 
open cases or displays of cutlery, guns, etc., have an 
ivory top, sides and back, with a green trim along the 
front of the shelves which gives a perfect contrast. The 
cutlery display panels are a bright orange, which attracts 
a lot of attention and helps to make each item stand out. 
All items in the main store are put on display so they can 

(Continued on page 99) 








APRIL CHART 


Space, Item and Price Range Table for April 


HARDWARE STORE ADVERTISING 


a ae 


A guide to correct proportion of monthly newspaper 
space and profitable price range distribution for April 
BASIS: Two ten-inch ads a week. 


1 2 3 4 
Items Low Medium Upper 


Prices Prices Prices 


Ist Week 18 8 

2nd Week ; 22 12 

3rd Week : 18 9 

4th Week.... ee 4 10 

4 Weeks Sore 80 39 

Typical Ranges 

Low Prices per Item: 10c., 15c., 30c., to $1.20; $1.50 to $2.00. 

Medium Prices per Item: $2.00, $2.50, $3.50 to $5.00 $5.50 
to $7.50. 

Upper Prices per Item: $7.50, $11.25, $12.00 to $26.00; 
$30.00 to $80.00. 





Explanation of Figures in Table: Using “first week” as example, 
reading across left to right means if 18 items are put in the space of 
two weekly ads, 8 should be low price items (see typical ranges), five 
medium price items and five upper price items. In one ad maybe the 
figures would be 4, 3 and 2 and the next ad 4, 2 and 3, according to 
current needs. 

Reading down the columns gives the correct proportion of each 
price level for the month and the total of each level. (Article ex- 
plains other uses of this table.) 














PLANNED 


Are you getting the 
most out of your ad- 
vertising space? 
Here-is a definite plan 
to use as a guide to the 
correct proportion of 
space and price range 
distribution. 


Two hoursof planning 
can easily save $200 
of direct sales—A 


timely guide for April 


By GUY HUBBART 








March Sale of HOUSEWARES 





Yi 


4—Volirath Enameled 
Gereal Boil 











Shower 
ored. Reg. 4.95 now 2.95 
Cretonne Reg. 2.95 1.95 


47—Breakfast Set, colored and very at- 
top drop-leaf 
now 28.50 


2 tractive, with ‘porcelain 
table. Regularly 39.50.. 


52—Black leatherette card table set, 
framed in green, black or red , . 4 chairs. 
| | Regularly 29.95 ..scssinsenna..0W 22-50 

Mail and phone orders -filled+Marion Hale-W ISconsin 7000 
pies — SPECIFY ITEM NUMBER. WHEN ORDERING 
HAUSEFURNISHINGS—Ninth Floor 








we 

one. 
48—5-Pe. Breakfast Set, handsomely 
finished in antique maple, striped in 
varied colors. Reg. 42.50....now 29.50 

| ty] 
re i i} at 
— a 


63—With porcelain top, colored 
Jegs; 36 in. Reg. 10.95....now 7.95 
40 im. Reg. (11.95 ...00000000- now 8.95 











HIS ad shows use of chart in con- d 
nection with ad of one section of se 
stock: Price ranges (16 of them) are, a BN Sa 
6 upper, 4 medium, 6 lower. This Vorune Gitar hop metre 











distribution of prices ought to amplify 
selling power of space. 
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value. x, 3 cani- 7 bad 
.. green, blue, i 7 for kitchen, bath or 
Reg. 15)- now 1.00 linen. Reg. 12.95...9.95 
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ADVERTISING 


COSTS LESS 


and SELLS MORE and BETTER 


™ OO busy to advertise,” a phrase still in use in 
many otherwise excellently managed hardware 
stores, is made up of four costly words. “We 
just slap an ad together,” are six other very costly words. 
Costly any time and doubly so if buying activity happens 
to be low in a community, especially as April opens up. 

April in the hardware field is, for the alert, aggressive 
store, a time of extra sales and attractive profit. It is a 
month of many and varied activities in hundreds and 
thousands of homes, yards, gardens, farms and in 
building. All these activities turn the customer’s mind 
to the “best place to buy” a hundred and one useful and 
necessary articles of hardware. 

Carefully utilized newspaper advertising is the one 
selling force that most surely, most quickly and most 
economically can turn a community’s needs into hard- 
ware store sales volume. Everyone knows this and some 
do something about it. Others hesitate or perhaps do 
it half heartedly. That much for mental viewpoint. 

Now some practical points for the store determined 
to get its normal share of community trade and as much 


extra as possible. 


Fw hardware stores, even the very large ones, em- 
ploy anyone whose entire time can be given to planning 
the store’s advertising. To aid those interested in effec- 
tive advertising in the newspaper a chart is shown here 
which, if applied to newspaper usage, will save money 
and make sales for any store using any amount of 
newspaper space. 

The principle brought out on the chart is useful on 
weeklies as well as dailies, big cities or small, but the 
specific example is gaged to a hardware store’s using 
papers in cities of 20,000 to 60,000 and papers of 12,000 
to 24,000 circulation. 

Space alone with a few items thrown into it cannot 
sell goods economically. Three things must be consid- 
ered. They are shown in the chart caption and are: 

(1) Correct use of space over selling periods because 
space costs money. 

(2) Correct presentation of advertised items because 
items suggest needs or wants to customers and result 
in visits to the store. 

(3) Proper management of price ranges in relation 
to space because price ranges guide the customer in 
estimating money’s worth and values. 

The chart is simple, nothing deep about it and it is 
‘asy to use. Notice that the example is based on the use 
of two 2-column, 10-inch ads a week (meaning two 
columns wide, 10 inches deep—ZO0 newspaper inches) but 
the method can be applied to half the space and half the 
number of ads. 


In column 1 are shown week and number of items per 
week for four weeks. 

In columns 2, 3 and 4, respectively, are shown the 
number of low, medium and upper price ranges into 
which each week’s list of items should be divided, so as 
to give each ad or space the correct variety of price 
values. 

Below the table is a typical list of prices, showing 
each price level. This merely shows partial sets of 
prices within each range. Individual stores can easily 
increase the list from its own price tickets. 


How to Use the Table 


This is an April table. This year there are four full 
weeks and two extra days. Four days are Sundays, 
leaving 26 week days. So the store planning to use two 
ads a week in April ought to decide on which days to 
put them into the paper. The best division would be 
Tuesdays and Fridays of each week. Assuming this plan, 
for example’s sake, note the first week’s quota of items 
is 18. Divided over two ads, each one would have 9 
items. 

As a rule, it would seem that just any nine items would 
serve to make up the ad, say for Tuesday of the first 
week. This may be so from the storekeeper’s slant but 
he must consider the customers—what they are most 
likely to want the first week of April, and what values 
will be the most attractive in space. (Last year’s records 
will show which departments and lines move best. ) 

Consulting the chart, the week’s items should be 
selected so that eight represent low prices, five medium 
and five upper for the two ads. Of course local condi- 
tions and the condition of store stocks may require slight 
modification but the chart shows the best general prac- 
tice. 

Naturally it is best to select one extra attractive item 
from nine different stocks so as to widen the variety. 

At times, however, all the items can be taken from one 
department such as housewares. A reproduced house- 
wares ad illustrates this point. 

Notice that there are 15 items in this ad and 16 prices 
—one item has two ranges. And note the ranges or sizes 
of the prices. Eight are low, four medium and four 
upper. This combination did and will make good re- 
turns on space for the housewares department. For some 
stores a good practice for each of the weeks is to run 
one ad (Tuesday) with a general selection and the 
second (Wednesday) with a special department show- 
ing such as this housewares ad. 

At the bottom of each price level column is the total 

(Continued on page 112) 
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One Hundred Dealers Attend Southern California Meeting 


an independent retail store is next 
door to such a standardized chain 
store. 

Ray Mitchell, good-humored joker, 
whose business is at San Pedro, where 
one fisherman with one net in one day 
is said to have harvested 123 tons of 
sardines, specializes on ship chandlery 
and marine hardware. He explained 
his methods of developing industrial 
and corporation business by having the 
stocks required to fill such orders 
promptly, with a price to meet the 
competition of outside jobbers, and 
through a sales force of four outside 
men to solicit such trade. He has 
developed sources of supply which 
enable him to handle this business 
at what he expects will be a satisfac- 
tory profit during the coming year. 

Retail merchants at Glendale tend 
to specialize in different departments: 
one builders’ hardware, one sporting 
goods, one city business, one school 
business, and so on. They find that 
the wholesalers will not interfere with 
municipal or corporation orders if lo- 
cal retail merchants are handling the 
same aggressively. 

Tom George, whimsical and long 


(Continued from page 71) 


experienced manager of the Ott 
Hardware Co., Santa Barbara, took 
for his subject “My Job,” and de- 
scribed his principles and policies in 
conducting strictly a quality store. 
“My job is selling myself to my cus- 
tomers,” he said. “We stand back of 
every article we sell. We take a loss 
rather than that our customer should. 
I will never take advantage of a cus- 
tomer’s ignorance. My clerks’ first 
duty is to impress themselves on our 
customers and to win confidence, to 
make our store so valuable to the 
community that it would be consid- 
ered a public loss if any disaster 
should overtake it. I also aim to 
prove to my clerks that I am the best 
friend they have, but not to the point 
of intimacy or social or family visits. 
I am one of them; I have no air of 
the boss, but just let some one start 
something and see how quickly who’s 
boss.” 

John R. Westbrook, of the Franzen 
Hardware Co., Riverside, another 
substantial and  sage-experienced 
member, called attention to the im- 
portance of a periodic check on the 
honesty of employees by an outside 


agency, and comment by other mem- 
bers emphasized the efficacy of such 
precautionary measure. 

The importance of public liability 
insurance, covering both place of 
business and also automobiles of em- 
ployees and agents, as well as those 
belonging to the firm, was explained 
by Lew Sellars of the Federal Hard- 
ware & Implement Mutual Insurance 
Agency. 

A dinner-dance in the hotel ball- 
room was held the evening of the 
first day, and in addition to a dancing 
revue entertainment, an inspirational 
address was delivered by Dr. Holmes 
Ford on the subject “Painting Your 
Own Pictures,” embodying the 
thought that every man has it within 
his power to develop the opportunities 
near at hand to him, using the mate- 
rials within his reach, so that his 
business and his life may rise above 
the commonplace and become in its 
sphere a thing of beauty and an ap- 
proach to the ideal. 

Each sesSion of the convention was 
opened with genuinely hearty com- 
munity singing, ably led by Song 
Leader Wallace Moody of San Diego, 





ROM far off Finland a reader 
of Harpware AcE sends these 
interesting tool window dis- 
plays. They are from the store of 
Osakeyhtio Starckjohann & Co., 
Aktiebolag, Wiborg (Finland), an 
officer of which writes as follows: 
“As rather old subscribers, we are 
always glad to get your paper. 
Though life and circumstances gen- 
erally and ways of doing business 


(Continued on page 114) 
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Executive News of 
ee swat Manufacturers 
ings, Current 
Events in the Jobbers and 
Trade of the Retailers 
MARCH 13, 1930 -~ 
HENRY IS_ PRESIDENT, | president and manager; H. A. | Prange of Sheboygan, Wis., and| B. F. GOODRICH FORMS 


BROWN-CAMP HDW. CO. 


At the recently held annual 


meeting of the Brown-Camp 
Hardware Co., Des Moines, 
Iowa, George IF. Henry was 


-elected president and W. T. 
McNerney was made _ vice- 
president and general manager. 
W. O. Finkbine was elected 
secretary and James M. Camp 
was appointed treasurer. B. F. 
Pennington is assistant secre- 
tary and A. Lucy is assistant 
treasurer. 

The following men were se- 
lected as members of the board 
of directors: Homer A. Miller, 
E. C. Finkbine, W. O. Fink- 
bine, George F. Henry, J. W. 
Howell, Walter S. Brown, 
Walter H. Miller, W. T. Mc- 
Nerney, and J. B. Green. With 
the exception of Mr. Mc- 
Nerney, these men have been 
directors since the founding of 
the company, 29 years ago. Mr. 
McNerney has been with the 
concern for 27 years. 





FINANCE AGENCY FORMED 
BY WISCONSIN R. H. A. 
The Wisconsin Retail Hard- 

ware Association of Stevens 

Point, Wis., has completed the 

organization of the United 

Hardware Finance Corporation 

(cooperative), a dealer-owned 

and controlled finance company, 

operating for hardware _ mer- 
chants only. 

This company will function as 
a clearing house for the financ- 
ing of installment sales con- 
tracts for its member dealers. 

Because of this arrangement 
it will be possible for the dealer 
to receive cash for time sales 
contracts and through the cen- 
tral office at Stevens Point all 
collecting and accounting can be 
handled with a minimum of 
overhead expense and. with 
greater efficiency. 

The entire plan is mutual and 
based on dealer cooperation. 
Each member dealer will share 
in the earnings of the company 
in proportion to the volume of 
business he gives it. 

Officers chosen to lead this 
new dealer service organization 
are: 

E. W. Peterson, Florence, 
Wis., president; B. Christian- 
son, Stevens Point, Wis., vice- 








Lewis, Stevens Point, Wis., | H. H. Meyer of Shawano, Wis., 
secretary and treasurer. These | constitute the board of direc- | 
officers, together with H. C. | tors. 








Monarch Products Co. Formed by Merger 


The new Monarch line made 
by Monarch Products Co. will 
have its first showing at the 
Chicago Toy Fair, Palmer 
House, April 28. 

J. C. Meyers, vice-president 
and general manager, who will 
have charge of the display, 
states that the Monarch exhibit 
will present some strikingly new 
features in the construction of 





FRED B. HAMEL 


children’s vehicles. New _ fea- 
tures and new models that make 
vehicles more practical and of 
greater service, have been de- 
veloped for months and are now 
ready for exhibition to the 
trade. 

The Monarch Products Com- 
pany, Tiffin, Ohio, is the result 
of a merger between the Mon- 
arch Manufacturing Company 
of Tiffin, Ohio, and the Juve- 
nile Products Company of To- 
ledo, Ohio. For nineteen years 


the Monarch Manufacturing 
Company has done a country- 
wide business in household 
woodenware. 


Headquarters of the new com- 
pany are in a modern plant at 
Tiffin, Ohio. The factory is of 
daylight, saw-tooth type design 
that permits faster and more 
economical manufacture 
through the mass production 





system. The plant, warehousing 
and siding facilities occupy ap- 
proximately ten acres of ground. 

The officials of the new com- 
pany are: F. B. Cramer, presi- 
dent; J. C. Meyers, vice-presi- 
dent and general manager; J. 
P. Schmitz, secretary and treas- 
urer, and Fred. B. Hamel, fac- 
tory superintendent. Frank A. 
Nauts, with many years experi- 





J.C. MEYERS , 


ence in manufacturing children’s 
vehicles also has contributed 
much to the building of this new 
line. 

J. C. Meyers has been identi- 
fied with the wheel goods busi- 
ness for fifteen years in an ex- 
ecutive capacity. His wide ac- 
quaintance in the trade has been 
established through many years 
of personal contact. 

Fred. B. Hamel has been a 
designer and factory executive 
of children’s vehicles for 22 
years, and has originated many 
of the prominent features that 
have become standard. 

The Monarch plant is located 
at Tiffin, Ohio, just 42 miles 
southeast of Toledo, and 107 
miles from Cleveland, served by 
three railroads: The Pennsyl 
vania Lines, New York Central 
and Baltimore & Ohio. Good 
shipping service is thus assured. 
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NEW RUBBER UNIT 


Recent acquisition of the Mil- 


| ter Rubber Co., Akron, Ohio, by 








the B. F. Goodrich Co., has re- - 
sulted in the formation of a 
manufacturing subsidiary to be 
known the Miller Rubber 
Co., Inc. R. T. Griffiths, for- 
merly Miller company  vice- 
president in charge of produc- 
tion, will be vice-president and 
general manager. Miller Rub- 
ber products will be distributed 
by the Miller Rubber Products 
Co. Mr. Griffiths will direct the 
manufacturing and ot 
these products, with the excep- 
tion of me- 
chanical rubber goods and foot- 
wear. G. E. Brunner has become 
sales manager the Miller 
Tire division. His assistants will 
include E. P. Weckesser, man- 
ager of automobile tire sales; 
A. L. Bowman, manager of 
truck tire sales; J. W. Hodgson, 
manager of accessories, repair 
materials and _ special brand 
products, and Guy Blanchard, 
advertising manager. 


as 


sales 


tires, accessories, 


of 


VIC ERICKSON RESIGNS 
FROM J. R. CLARK CO. 
Vic Erickson has resigned 

from the J. R. Clark Co., man- 

ufacturers of woodenware spe- 
cialties, Minneapolis, Minn., to 


take effect on May 1.- Mr. 
Erickson was formerly sales 
manager of L. Gould & Co.,, 


Chicago, III. 
His plans for the future have 
not been made at present. 


THORNTON JOINS ALGOMA 
AS SALES MGR. 


L. C. Thornton has recently 
become associated with Algoma 
Mfg. Co., Algoma, Wis., as 
vice-president and general man- 
ager of the organization. He 
was formerly connected with L. 
Gould & Co., Chicago, Il. 





OLIVER B. BARROWS DIES 


Oliver B. Barrows, died re- 
cently in St. Louis, Mo., as the 
result of a heart attack. He 
was 63 years of age and had 
represented American Steel & 
Wire Co., Chicago, Ill, for 
more than 40 years. The past 
30 years he had been in the St. 
Louis territory. 








————  s—Fa<e 
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FERRY AND MORSE FORM 
FERRY-MORSE SEED CO. 


By joint vote of the stock- 
holders at the recent annual 
meeting of D. M. Ferry & Co., 
Detroit, Mich., and C. C. Morse 
& Co., San Francisco, Cal., the 
companies have been consoli- 
dated. The new organization 
is to be known as the Ferry- 
Morse Seed Co. D. M. Ferry, 
Jr., was elected president of the 
concern and Lester L. Morse 
was made vice-president. 

Both the former companies 
were in business for many 
years. The Ferry company was 
organized in 1856 and the C. C. 
Morse unit began business in 
1877. C. C. Morse & Co. shas 
specialized in the development 
and production of vegetables 
and flowers. D. M. Ferry is 
said to be the largest garden 
seed producer and distributor 
in the world. 

This consolidation gives the 
organization an area of from 
40,000 to 50,000 acres devoted 
to seed raising. 


CLEVELAND & CHICAGO 
NUT MFRS. TO MERGE 


Consolidation of the Cleve- 
land Wrought Products Co., 
Cleveland, Ohio, and the Chi- 
cago Nut Mfg. Co., Chicago, 
Ill, has been agreed upon by 
the directors of the two com- 
panies and will be submitted to 
the stockholders on March 20 
for approval. 

The two companies will be 
merged under the name of the 
United Screw & Bolt Corp., an 
Ohio corporation, which will 
have assets of approximately 
$1,775,000 in capital stock and 
surplus. 

The Cleveland company man- 





ufactures cap and set screws and 
machine screw nuts in steel and 
brass. 

All the officers of the new 
company are present officers of 
the two companies. Charles L. 
Wasmer, president of the Cleve- 
land company, will be chairman 
of the board, and E. A. Thatch- 
er, president of the Chicago or- 
ganization, will be president. 
Carl E. Kramer, Cleveland 
company, will be vice-president 
and C. C. Brinkerhoff and V. 
H. Wilde, Chicago company, 
will be secretary and treasurer 
of the merged concern. 





LIVINGSTON & SOUTHARD 
OPEN OFFICE IN N. Y. 


Benjamin S. Livingston and 
Herbert W. Southard, former- 
ly of the Far Eastern depart- 
ment of the Foreign Traders 
Co., New York City, now be- 
ing liquidated, have formed their 
own organization. It is known 
as Livingston & Southard, Inc, 
and is located at 17 Battery 
Place, New York City. The 
firm was formed to engage in 
export and import of iron and 
steel and specialties. 


“RIMCO” MOVES GENERAL 
OFFICES TO CHICAGO 


The Rock Island Mfg. Co., 
which makes the “Rimco” line 
of electric appliances and “Rock 
Island” vises and hardware 
specialties, has moved its gen- 
eral offices from Rock Island, 
Ill., to Chicago. 

All correspondence with the 
company should now be ad- 
dressed to 4140 Fullerton Ave- 
nue, Chicago. W. S. Etheridge 
is the company’s general sales 
manager. 





RCA Victor Co., Inc., to Build Skyscraper 


Plans for a skyscraper, tow- 
ering fifty stories high, were 
announced recently by E. E. 
Shumaker, president, RCA Vic- 
tor Co., Inc. This structure 
will be built on the southwest 
corner of Lexington Ave. and 
East 51st St., New York City, 
and will be known as the RCA 
Victor Building. 

It will rise on a site measur- 
ing 111 ft. by 155 ft., compris- 
ing the balance of the block now 
occupied by St. Bartholomew’s 


Church and the Cathedral High 
School. It is designed in modi- 


fied Gothic style architecture 
that will harmonize with St. 
Bartholomew's Church and will 
rise to a height of 650% ft. 


from the ground. The four 





faces of the building will reach 
upward for twenty-five stories, 
then set back at a graceful slant 
to tower thirty stories higher 
and taper off at the top. Be- 
cause of the comparatively low 
height of the church and school 
buildings, the structure’ will 
have unobstructed sunlight and 
air on every side. 

Executive offices of the RCA 
Victor Co. will occupy approxi- 
mately half of the 310,000 sq. ft. 
of available office space. The 
organization has announced that 


facilities in Camden, N. J., are 
to be greatly expanded. Plans 
call for the expenditure of $/,- 
500,000 for the modernization 
of facilities and further exten- 
sion of the plant. 








W. E. CHOLLAR HEADS 
REMINGTON REGISTER 
W. E. Chollar has been ap- 

pointed vice-president and gen- 

eral manager of the Reming- 
ton Cash Register Co., New 





W. E. CHOLLAR 


York, N. Y. Saunders Norvell, 
president, Remington Arms Co., 
Inc., made this announcement 
Feb. 15, at which time the ap- 
pointment was effective. 

Mr. Chollar has been with 
the Remington organization for 
the past fourteen years. Be- 
fore his recent appointment he 
had been general purchasing 
agent and vice-president of the 
Remington Arms Co., Inc. He 
succeeded Paul V. Bunn, who 
resigned from the position re- 
cently. 


REVERE COPPER & BRASS 
OPENS IN PHILADELPHIA 


Revere Copper & Brass, Inc., 
announce the opening of a Phil- 
adelphia sales office located at 
2604 Fidelity-Philadelphia Trust 
Building, 123 Broad St., Phila- 
delphia, Pa. This office will be 
under the direction of the Bal- 
timore Copper Mills Division, 
with George Giffault as man- 
ager. Mr. Giffault has been 
manager of the New York sales 
district of the Baltimore Cop- 
per Mills for the past thirteen 
years. 

David Hickman is assistant 
manager of the new office. He 
was formerly representative of 
the Rome Brass & Copper Co. 
in Cincinnati, Ohio. 


JACKES-EVANS APPOINTS 
H. F. HALL, SALES AGENT 


Harry F. Hall was recently 
appointed by Jackes-Evans Co., 


St. Louis, Mo. as Western 
sales agent of its line. His 
headquarters are located at 693 
Mission Street, San Francisco, 
Cal. 





ELMORE ISSUES COURSE 
IN RETAIL ADVERTISING 


E. W. Elmore, advertising 
manager, The White House, 
El Paso, Tex., has _ recently 
issued the fifth edition of 
“When Metal Talks,” an illus- 
trated course in the funda- 
mentals of advertising. 

In this 40-page booklet the 
methods of preparing advertise- 
ments that attract the customer 
and induce him to visit your 
store are fully discussed. The 
use of the right words, the cor- 
rect type face and good illus- 
trations are given attention in 
thiS course. It points out the 
value of frank statements in 
advertising in place of general- 
ities and partly true statements, 
showing the good results ob- 
tained by ethical advertising. 

The course includes a de- 
scription of the various faces 
of type that may be advan- 
tageously used in advertise- 
ments for retail stores. Mark- 
ing copy for the printer and 
other important details in the 
preparation of advertising ma- 
terial is fully and clearly de- 
scribed. 


ISAAC WALKER HDWE. IS 
ZENITH DISTRIBUTOR 


W. C. Heaton, sales promo- 
tion manager, Zenith Radio 
Corp., Chicago, Ill, has an- 
nounced the appointment of the 
Isaac Walker Hardware Co., 
Peoria, Ill., as distributors of 
the Zenith line. The Walker 
organization will have charge of 
distribution in forty-two coun- 
ties surrounding Peoria. 

This wholesale distributing 
house was formed in 1842 and 
is one of the oldest organiza- 
tions of its kind in the State 
of Illinois. Radio was added to 
the line of products carried by 
this organization about eight 
years ago. A radio service de- 
partment is maintained, employ- 
ing a large staff of expert ser- 
vice men. 

J. T. Neilson is president of 
Isaac Walker Hardware Co. and 
R. J. Swann is in charge of the 
radio department. 





AMERICAN HDWE. OPENS 
SAN FRANCISCO OFFICE 


The American Hardware & 
Importing Co., Los Angeles, 
Cal., importers and factory rep- 
resentatives, have opened an 
office and display room in San 


Francisco at 632 Polk Street. 
Einar Wilslev will be in charge 


of the new office, under the 
general supervision of E, F. 
Enking, principal in the com- 
pany, 
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ONTARIO DEALERS MEET 
IN HAMILTON 


The 25th annual convention 
and exhibition of the Ontario 
Retail Hardware Association 
was held in Hamilton, Ont., 
Feb. 18 to 21. Convention ses- 
sions were held in the Royal 
Connaught Hotel, and the ex- 
hibition was given in the Alex- 
andra Academy. Charles E. 
Hanna, president, Walker Hard- 
ware Co., Belleville, Ont., pre- 
sided over the meetings of the 
convention as president of the 
association. 

Officers elected for the year 
1930 were: President, H. W. 
Rowdon, Cobalt, Ont.; vice- 
president, R. G. Kilpatrick, 
London, Ont.; treasurer, John 
Caslor, Toronto, Ont., and sec- 
retary, George E. May, May 
Bros., West Toronto, Ont. The 
directors for the year 1930 are: 
E. J. Creeper, Creeper & Grif- 
fin, Owen Sound, Ont.; James 
MacGregor, Caledonia, Ont.; D. 
A. Clarke, Hamilton, Ont., and 
Charles E. Hanna. 

Mr. Caslor has been treasurer 
of the organization for 25 years. 
In recognition of his services 
the members of the association 
presented him with a silver tea 
service. 


MORE ADVERTISING IS 
NEEDED SAYS BANKER 


Advertising, constructive and 
stimulating to business, is the 
road to new heights of wealth, 
Francis H. Sisson, vice-presi- 
dent of the Guaranty Trust 
Company and a director of 
the Advertising Federation of 
America, told 800 members of 
the Merchants’ Association re- 
cently at the Astor Hotel, New 
York. 

“Never was there a time in 
our country when we should use 
advertising more,’ Mr. Sisson 
said. “It has demonstrated its 
value, it needs no defense.” 

Not more than half the peo- 
ple who read advertisements be- 
lieve them, Mr. Sisson said, and 
added that the next step in 
American prosperity was to 
make advertising 100 per cent 
convincing. He saw overpro- 
duction as the major business 
evil of the day, and said that 
advertising, “a giant economic 
force,” will develop mass dis- 
tribution to absorb — surplus 
goods. 

“Advertising must educate 
the public as to what it wants 
and needs, and tell the public 


where to get it,” Mr. Sisson de- 
clared, “There is no such thing 
as standing still, To hold the 
old customers you must seek the 
new. The purpose of advertis- 





ing is to educate the public as 
to who you are, what you are, 
where you are and what you 
have to offer in service, ideas 
or commodities. The only one 
who should not advertise is the 
man who has nothing to sell. 

“The science of modern ad- 
vertising is the science of psy- 
chology—which is the science of 
the heart. Eighty per cent of 
successful advertising is based 
on psychology and psychological 
analysis in the realm of feeling 
more than in the realm of 
thinking. The new advertising 
is a service for the sale of ideas. 
The wants of tomorrow must 
be known today.” 

Advertising creates a market 
for the manufacturer and at the 
same time raises the standard 
of living by making people want 
more things, he said. 

“We are not Lazarus begging 
crumbs at the tables of Dives,” 
he declared, “we are Dives him- 
self, surrounded with luxury and 
suffering occasionally from 
acute indigestion.” 

A. C. Pearson, president of 
the National Publishers’ Asso- 
ciation and chairman of the 
Board, United Business Pub- 
lishers, Inc., who publish Harp- 
WARE AGE, presided at the meet- 
ing. 


NEW JERSEY LOCKSMITHS 
HOLD ANNUAL AFFAIR 


More than 150 members and 
friends of the local chapter of 
American Master Locksmith’s 
Association were present at the 
annual banquet and dance held 
at The Washington, 559 Broad 
St., Newark, N. J., on Feb. 25. 
The toastmaster was William 
H. Hassel, Jr., editor, National 
Locksmith’s Magazine, New 
York, N. Y. 

Carl Hellring, president of 
the chapter, was presented with 
a silver loving cup in apprecia- 
tion of his services. Charles 
Courteney, president, New York 
Lodge No. 2, A. M. L. A., was 
one of the guests of honor. 

During the evening a bill of 
entertainment was presented by 
radio and theatrical stars. 


CHICAGO MDSE. MART 

HOUSEWARES SECTION 

The Chicago Merchandise 
Mart, Chicago, IIl., will feature 
on the fourteenth floor a house- 
wares section. This floor has 
an area of more than 200,000 


sq. ft. and the length of the 
building is about 650 ft. 

Many manufacturers have al- 
ready expressed their intention 
of placing displays in the mart. 





Among the lines which have 
been planned for display are 
lighting fixtures, refrigerators, 
cooking and eating utensils and 
accessories, stoves, cabinets and 
household utilities. The open- 
ing of this exhibition is sched- 
uled for May. 


ASSOCIATED INDUSTRIES 
CHICAGO DISTRIBUTOR 


Associated Industries, Inc., 
1222 South Michigan Blvd., Chi- 
cago, Ill., is a new wholesale 
distributing house in that terri- 
tory. This house, which has a 
warehouse and showrooms at 
the same address as the office, is 
distributing a wide range of 
merchandise, including electrical 
appliance, house furnishings, 
sporting goods, tires, automo- 
bile fabrics, radios, silverware, 
ranges and washing machines. 


W. W. TOWNLEY ELECTED 
DIRECTOR OF TOWNLEY 
METAL & HDW CO. 


Webster Withers Townley 
has been elected to the board of 
directors of the Townley Metal 
& Hardware Co., Kansas City, 
Mo. He is the son of the late 
John M. Townley, former vice- 
president and general manager 
of the organization and _ late 
president of the Nationa! Hard- 
ware Association. 

For the past three years Mr. 
Townley has been working for 
the concern in various capaci- 
ties. His first job with the com- 
pany was in the stock room. 

Mr. Townley is secretary of 
the company as well as a direc- 
tor. He is at present connected 
with the sales department, un- 
der the supervision of Erb Krei- 
der, general sales manager. 





SCHLAFER HARDWARE CO. 
HOLDS SHOP SCHOOL 


Schlafer Hardware Co., Ap- 
pleton, Wis., held its Annual 
Shop Maintenance School on 
Feb. 18, 19 and 20. There were 
333 shop maintenance men from 
paper mills, factories and shops 
from the districts in a radius 
of 200 miles of the town. 

Demonstrations were made in 
the splicing and care of leather 
belting by Mr. Risberg, Mil- 
waukee Leather Belting Co. 
Welding was covered by Mr. 
MacDougal, Smith Welding 
Equipment Co., and wire rope 
splicing was taught by Mr. 
Ketalo, American Steel & Wire 
Co., Chicago, Ill. Mr. Morgan, 
Black & Decker, Baltimore, 
Md., showed the members how 
to care for electric tools. 

A banquet was held on the 
evening of the 19th, at which 
time Mr. Blakey, safety engi- 
neer, Hardware Casualty Co., 
Stevens Point, Wis., spoke on 
“Shop Safety.” After the din- 
ner a special show was given 
at a local theater. The fea- 
tures were: “The Making of 
Wire Rope,” produced by 
American Steel & Wire Co., 
and “The Return of Sally,” a 
film produced by the National 
Auto Parts Association, 





STEVENS TO REPRESENT 
U. S. STAMPING CO. 


Thomas Stevens has been 
appointed sales representative 
of the United States Stamping 
Co., Moundsville, W. Va. His 
territory will include Okla- 
homa, Arkansas, and Louisiana, 
where he will handle the com- 
plete line of the concern. 

Mr. Stevens is the son of 
B. B. Stevens, Victoria, Tex., 
a representative of the com- 
pany in Texas for many years. 


Cleveland Retail Hardware Officers Installed 


Recently elected officers of 
the Cleveland Retail Hardware 
Association were installed at a 
special dinner and _ business 
meeting held at the Winton 
Hotel in Cleveland, Ohio, Feb. 
27. The meeting was attended 
by about 35 members, and Sec- 
retary J. B. Carson of the Ohio 
Hardware Association was 
present as a guest. H. B. Mc- 
Grath, who was reelected presi- 
dent of the association, pre- 
sided. 


During the business session 
the important subject of consid- 
eration was a proposal to make 
some important changes in the 





organization with the view of 
making it more efficient and of 
greater benefit to the members. 
Many of the members took part 
in the discussion and gave their 
views of various phases of the 
subject. The appointment by 
the chair of a committee to take 
up the matter was finally de- 
cided upon, and this committee, 
which will be named _ shortly, 
probably will report at the next 
meeting. 

Previous to the business 
meeting an interesting talk on 


business ethics was made by 
Christian J. Bannick, former 
professor of economics at 
Northwestern University, 
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HARVARD AWARDS GIVEN 
TO ADVERTISERS 


Among. the winners of the 


Harvard advertising awards, es- | 


tablished by the late Edward 
Rok, were several companies 
familiar to the hardware trade. 
Awards were announced at a 
dinner held on Feb. 28 at the 
Faculty Club of the Harvard 
Graduate School of Business 
Administration. 

For the general campaign ap- 
pearing in the rotogravure sec- 
tions of newspapers, the West- 
inzhouse Electric & Mfg. Co. 
received an 
The national campaign for a 
specific product prize of $2,000 
was awarded to Batten, Barton, 
Durstine & Osborn, Inc., New 
York City, for the campaign 
conducted for Armstrong Cork 
Co., Lancaster, Pa. Graybar 


| 
| 


award of $2,000. | 





Electric Co., New York City, | 


campaign of industrial products, 
handled by Newell-Emmett Co., 
New York, brought the latter a 
prize amounting to $2,000. 
“The Smoke Marks Paul’ Re- 
vere’s Foundry” was the title 
of the advertisement  dis- 
tinguished for its effective use 
of typography. The advertise- 
ment was published for Revere 
Brass & Copper, Inc., Rome, 
N. Y., and it brought the 
agency, Kenyon & Eckhardt, 
Inc.. New York City, a prize 
of $1,000. 

There were other awards 
which went to houses conduct- 
ing campaigns for a haberdash- 
ery, a power company, etc. 


ALUMINUM INDUSTRIES 
APPOINTS WASHBURNE 


W.. _H. Washburne was re- 
cently appointed as district man- 
ager of the industrial sales di- 
vision of Aluminum Industries, 
Inc., Cincinnati, Ohio, for the 
Middle Western territory. He 
is the inventor of several ap- 
pliances used in the automotive 
industries, and has been con- 
nected with automotive con- 
cerns for many years prior to 
his new affiliation. As a sales- 
man in various parts of that 
field he has met with unusual 
success. 


EDMONDSON REPRESENTS 
CRESCENT IN ENGLAND 


John Edmondson has recently 
been made the representative of 
Crescent Tool Co., Jamestown, 
N. Y., in England. He is an 
Englishman by birth and is 
well acquainted with his new 
territory. Mr. Edmondson is 
making his headquarters in 
London and will carry a com- 
plete line of samples. It is his 


| ware 





plan to call on retailers as well 
as wholesale distributors. 

The territory formerly han- 
dled by Mr. Edmondson will be 
taken care of by Edward L. 
Fenn, of Lexington, Mass. 


J. M. THURBER DIES; 
STRUCK BY AUTOMOBILE 


Jefferson M. Thurber, 86, 390 
Rivard Blvd., Grosse Pointe, 
Mich., former treasurer of Buhl 
Sons’ Co., hardware distributors 
of Detroit, Mich., died March 
5 in Providence Hospital, De- 





JEFFERSON M. THURBER 


troit, as a result of injuries re- 
ceived when he was struck by 
an automobile at Woodward 


Ave. and Larned St., in that 


city, on Wednesday, Feb. 26. 

At the age of 15, Mr. Thur- 
ber began his career in the hard- 
business conducted by 
William M. Boyd, Monroe, 
Mich. At 19 he went to Detroit, 
where he was given a position 
in the stockroom of Buhl & 
Charme, now Buhl Sons’ Co., as 
a stock chaser. He slept at this 
time in the quarters above the 
store. 

Mr. Thurber remained with 
the firm for more than 64 years. 
At the time of his retirement 
from the concern in 1926 he 
was treasurer of that organiza- 
tion. He was well known to 
the hardware trade throughout 
that part of the country. For 
many years he was the chief 
representative of the firm in 
Michigan, Ohio and Indiana. 


INGRAHAM TO REPRESENT 
COLUMBIAN VISE & MFG. 


Lee H. Ingraham, 35 East 
Wacker Drive, Chicago, IIl., has 
been appointed an _ exclusive 
sales representative of the Co- 
lumbian Vise & Mfg. Co., 
Cleveland, Ohio. Mr. Ingra- 
ham has been given the entire 
territory including Chicago and 
the State of Illinois. 


DECATUR & HOPKINS 

REPRESENTS PLYMOUTH 

The Plymouth Cordage Co., 
Plymouth, Mass., announces that 
it has added Decatur & Hopkins 


| Co., Boston, to its list of dis- 


tributors in the hardware trade. 
The company makes the well- 
known Ship Brand of cordage. 
On Saturday, March 8, some 20 
officers and salesmen of Decatur 
& Hopkins Co. were entertained 
by the cordage company at the 
Plymouth plant. In addition to 
a tour of the plant and to re- 
freshments, the visitors enjoyed 
a movie on rope making, and 
had opportunity to visit points 
of interest in this historic old 
New England town. 


ARTISTIC BRONZE BUYS 
RUSTIC WELL FOUNDRY 


The Artistic Bronze Co., 
3ridgeport, Conn., has recently 
acquired the Rustic Well Foun- 
dry, Inc. The organization will 
add the art objects made by the 
latter company to the line manu- 
factured in its plants. New ar- 


| tists have been added to the 
| personnel of the concern. Plans 





are being made for the intro- 
duction of some special build- 
ers hardware items and retrig- 
erator hardware parts. 


AUTO REGISTRATIONS 
SHOW GREAT GAINS 


Automobile registrations 
throughout the world in 1929 
reached a total of 34,950,915, ex- 
cluding motorcycles, which to- 
taled 2,566,701, says Automo- 
tive Industries in, its annual 
statistical issue. Of the total 
vehicle registrations, there were 
26,634,210 in the United States, 
an increase of 8.7 per cent over 
the high record of 1928. In the 
record-breaking production of 
last year, automobile companies 
in the United States and Can- 
ada turned out 5,621,656 passen- 
ger cars and trucks. Of this 
total, dealers in the United 
States sold approximately 4,- 
012,000 passenger cars. 

In the compilation of the 
trend toward consolidation in 
the industry, it is found that 
there were effected 94 combina- 
tions, involving over 160 com- 
panies and organizations during 
the past 14 months. 


SPARKLETS APPOINTS 

A. I. CLIFFORD CO. 

Sparklets, Inc., 19 W. 44th 
St., New York City, has re- 
cently announced the appoint- 
ment of A. I. Clifford Co. as 
divisional sales managers for 











the products manufactured by 
the organization. The sales 
headquarters of the company 
are at 31 E. Georgia St., In- 
dianapolis, Ind. where Mir. 
Clifford will have personal 
charge of the sales and opera- 
tions of the concern in that ter- 
ritory. 


CHURCH DIRECTS SALES 
FOR THE SILEX CO. 


William G. Church, Jr., be- 
came sales manager for The 
Silex Co., subsidiary of Wol- 
cott, Inc., Hartford, Conn., on 
March 1. He resigned his posi- 
tion as salesmanager of The 
Seardsley & Wolcott Mfg. Co., 
Waterbury, Conn., to accept his 
new position. 

Mr. Church has gained a na- 
tional reputation as a staunch 
advocate of a policy to protect 
the wholesale distributor in the 
electrical industry. He has 





WILLIAM G. CHURCH 


gained a wide knowledge of 
merchandising problems in the 
electrical distribution houses 
with which he has been con- 
nected in the eastern half of 
this country. 

Sales of the Silex coffee 
maker, manufactured by this 
concern, have so increased in 
volume during the past year and 
a half that the factory was 
moved from Malden, Mass., to 
Hartford, Conn. 





LA TOWSKY, ASST. MGR. 
DU PONT SPECIALTIES 


H. R. La Towsky has been 
appointed assistant sales man- 
ager of the chemical specialities 
division of the E. I. du Pont de 
Nemours & Co., Inc. He suc- 
ceeds M. J. Powers, who re- 
signed. Mr. Powers had previ- 
ously been district sales man- 
ager of the paint and varnish 
division of the du Pont com- 
pany. 
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SCREENS ARE PROMISED 
FOR FLY ELECTROCUTION 

According to newspaper re- 
ports, the New York State Ex- 
periment Station, Geneva, N. Y., 
is at work on a household device 


that will electrocute flies. The 
device requires a special screen 
connected with the electric light- 
ing circuit and a special trans- 
former. Measures for the pro- 
tection of human beings are be- 
ing worked upon at present, al- 
though it is not quite clear how 
such a device may be made dan- 
gerous to flies and insects, but 
harmless to people. 

Fruit orchards in some parts 
of the country are said to be 
protected by a special insect- 
attracting light which deals 
electrical destruction upon the 
slightest contact. The light has 
been effective in decreasing the 
pestilence of fruit flies. 

As a young telegraph oper- 
ator in Boston, Thomas A. Edi- 
son had an office over a restau- 
rant infested with cockroaches. 
Some of them managed to get 
into his quarters, which resulted 
in the invention of a simple 
death-dealing device. Two strips 
of tinfoil were pasted to the 
wall, one of which was attached 
to the negative pole of a large 
battery and the other one was 
attached to the positive terminal 
of the battery. A roach creep- 
ing over the foil caused a con- 
tact which resulted in a flash 
and a dead roach. 





SAMPSON ELECTRIC CO., 
JOHNSON DISTRIBUTOR 
The Johnson Motor Co. an- 

nounces the appointment of the 

Sampson Electric Co., Chicago, 

Ill., as distributors for the John- 

son line of motors and boats for 

Chicago and territory. 
Announcement was also made 

of the appointment of the Van 

Camp Hardware Co., Indianap- 

olis, Ind., as exclusive distrib- 

utor of the Johnson line in the 

Indianapolis territory. This con- 

cern is one of the largest and 

best known hardware distribut- 
ing houses in the Indianapolis 
district. 


EAGER AGAIN HEADS 
WHITMAN & BARNES 


At the recent meeting of the 


stockholders of Whitman & 
Barnes, Inc., Detroit, Mich. 
William H. Eager was re- 


elected as president of the or- 
ganization as well as head of 
the subsidiary, Canadian De- 
troit Twist Drill Co.,Ltd. 
Other officers of Whitman & 
Barnes, Inc., are: Vice-president 











and treasurer, Karl Kendig; 
secretary, J. I. Holton, and as- 
sistant secretary, N. J. Smith. 
The directors elected are: W. 
H. Eager, A. D. Armitage, J. 
G. Hamblen, Jr., C. H. Hecker, 
Karl Kendig, C. Blake McDow- 
ell, W. J. O’Neill and H. H. 
Sanger. 

Officers of the Canadian De- 
troit Twist Drill Co., Ltd., are: 
Vice-president, E. L. Foreman; 
secretary and treasurer, Karl 
Kendig, and general manager, 
R. G. Matley. Directors are: 
W. H. Eager, E. L. Foreman, 


C. H. Hecker, Karl Kendig and | 


M. B. Snow. 


P. L. LEWIS PROMOTED 
BY WAGNER ELECTRIC 


Wagner Electric Corp.,. St. 


Louis, Mo., has announced the 
transfer of P. Lloyd Lewis from 
the Kansas City branch office 
to the home sales office, where 
he has been put in charge of 
the merchandising division. Mr. 
Lewis has been manager of the 
Kansas City branch. 

He was recently made an hon- 
orary member for life of the 
Electric & Radio Association, 
Kansas City, of which he is a 
past-president. This recognition 
is a tribute to his standing in 
the electrical industry in the 
section he served until recent- 
ly. In 1899 he became a travel- 
ing salesman and later was a 
consulting electrical engineer. 
He joined the Wagner Electric 
Corp. of St. Louis, Mo., as sen- 
ior salesman in Texas and went 
to the Kansas City branch office 
later he 


in 1913. Five years 
was made manager of that 
branch. 


ANNIS TRANSFERRED BY 
GREENFIELD TAP & DIE 


Versil E. Annis, who was con- 
nected with the Greenfield Tap 
& Die Corp., Greenfield, Mass., 
the past 19 years, has resigned 
his position as production man- 
ager to enter the sales engineer- 
ing department of the company 
at Detroit, Mich. Before he 
left for Detroit his fellow- 
workers presented him with a 
watch. 


RICHARD F. TOWNLEY 
WILL VISIT HAWAII 


F. Townley, vice- 
president, Townley Metal & 
Hardware Co., Kansas City, 
Mo., is taking a vacation to 
last several weeks. Mr. Town- 
ley, who is being accoinpanied 
by his wife, plans to visit the 
Pacific Coast and the Hawaiian 
Islands. 


Richard 


WILL J. FEDDERY HEADS 
t.f. CLUB HEAD 

Will J. Feddery, HARDWARE 
AGE advertising representative 
in Cleveland, Ohio, is the newly 
elected president of the t.f. Club 
of that city. Mr. Feddery pre- 
sided over his first meeting of 








W. J. FEDDERY 


this club of trade paper adver- 
tising men on Monday, March 3, 


at which time the record at- 
tendance of 39 members were 
present. 


At the meeting a discussion 
was held as to the relative mer- 
its of trade papers as compared 
with the merits of consumer 
papers as advertising mediums. 
The next meeting in April will 
be addressed by Mr. Winger 
of the American Multigraph 
Co., who will speak on the value 
of direct mail, particularly the 
tie-up of business publications. 





LYNCH, TULSA MANAGER, 
CHICAGO PNEUMATIC 
George J. Lynch has -been 

appointed district manager of 

the new branch office at Tulsa, 

Okla., of the Chicago Pneu- 

matic Tool Co., New York. 





| WINCHESTER SHELLS ‘ARE 
| PACKED 10 TO CARTON 


An announcement of interest 


to dealers and sportsmen: has 
been made by Winchester Re- 
peating Arms Co., New Haven, 
Conn., concerning the Winches- 
ter Leader shells. 

These shells, formerly packed 
25 to a box, will now be sold in 
boxes of 10. This change from 


the size commonly used in the 


trade was adopted for the 
greater convenience of dealer 
and shooter. With the new 


size box the dealer will not -be 
to make small sales. 
obliged to split boxes, in order 
The new package is con- 
structed along new principles to 
give the user greater conveni- 
ence. Instead of the top part 
fitting over the bottom half of 
the box, the new box has a 
flap closing, which enables the 
' user to open the package with- 
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out breaking fingernails or using 
a hunting knife. 





BARROWS LOCK OFFICES 
MOVE TO NO. CHICAGO 


On March 1 the Barrows 
Lock Works, moved its general 
office from Lockport, IIl., to 


North Chicago, Ill. The factory 
and factory office of this unit of 
the Yale & Towne Mfg. Co. 
will remain at Lockport. As in 


| the past this unit will be oper- 


ated independently. 





FIXED FURNITURE PRICES 
MAY BE ADOPTED 


Development of a_ tendency 
among furniture manufacturers 
to establish retail selling prices 
is being watched with close at- 
tention by the entire trade. Two 
of the largest manufacturers 
adopted the plan this year, the 
first move of the kind in the 
market, to well- 
informed sources. If the action 
is successful, other producers 
are expected to follow suit. 

It is felt that the turnover of 
furniture will be accelerated in 
many stores if prices on nation- 
ally advertised products are 
uniform. 


according 





BANK DEBITS UP 28 P. C. 
TO $16,274,000,000 TOTAL 


Debits to individual accounts, 


|as reported to the Federal Re- 


serve Board by banks in leading 
cities for the week ended March 
5, aggregated $16,274,000,000, or 
28 per cent above the total re- 
ported for the preceding week, 
and 26 per cent below the total 
reported for the corresponding 
week of last year. 

Aggregate debits for 141 cen- 
ters for which figures have been 
published weekly since January, 
1919, amounted to $15,409,000,- 
000, as compared with $12,047,- 
000,000 for the preceding week 
and $21,080,000,000 for the week 
ended March 6 of last year. 





| DEPARTMENT STORE SALES 


SHOW SLIGHT DECLINE 
Sales of departments stores in 
were 2 per cent 
smaller than in the same month 
a year ago, the Federal Reserve 
3oard announced March 9. 
Reports were made to the 
board by 514 stores in leading 
cities. Increases over last Feb- 
ruary were reported_as follows: 
3oston district, 2 per cent; 
Richmond, 3 per cent; Minne- 
apolis, 1 per cent; Kansas City, 
1 per cent; Dallas, 3 per cent. 
Declines were: 
New York, 1 per cent; Phila- 
delphia, 3 per cent; Cleveland, 5 


| per cent; Atlanta, 4 per cent; 


Chicago, 7 per cent; St. Louis, 
4 per cent; San Francisco, 2 per 
cent. 
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Remington Sporting Rifle 


j Remington Arms Co., 

- Inc. has announced 
Model 30, Express Bolt 
Action Rifle, in a special 
grade to meet the re- 
quirements of hunters 
and target shooters. The 
new model will be known 
as the 30-S, and will be 
available in .30-06 caliber 
only. 

The comb on the stock 
has been made as high 
as the withdrawal of the 
bolt will permit. A 
longer and fuller fore- 
stock is provided which 
is rounded on the end. 
There is also more 
checkering than on the 
standard grade. The 
stock has a full pistol 
grip with a rubber cap 
and a shotgun style steel 
butt plate. The barrel is 
24 in. long and is care- 
fully bored and rifled. A 
Lyman No. 48, wind- 

gage receiver sight is standard equip- 
ment; the gold bead front sight is mounted 
on a matted ramp. Miltary type double- 
trigger pull is standard equipment, al- 
though a single pull may be had if de- 
sired. 








Murray Ohio Graf Zeppelin 


A heavy gage steel model of the Graf 
Zeppelin is offered to the trade by the 
Murray Ohio Mfg. Co., Cleveland, Ohio. 
It is so designed that it may be pulled 








along the ground. The manufacturer says 
it is strong for a child to ride on, with- 
out causing breakage. 

The model No. 140 Graf Zeppelin is 
finished in silver baking enamel. It is 30%4 
in. long, 714 in. wide and stands 8 in. high. 
This model is packed one to the carton and 
weighs 8% lb. when shipped. 





Junior Beiser Key Machine 


Beisser Key Machine Co., 407 E. Fort 
St. Detroit, Mich., is offering the new 

















Junior Beisser Key Machine. It is equipped 
with quick attachable individual units for 
cutting all types of keys. 

The M6 model is sturdily constructed and 





is simple to operate. It can be bought with 
one special unit or with any number of 
units. These units are all interchangeable, 
and changes may be made very quickly. 





Champion Roller Skate 


The new Champion roller skate made by 
Kokomo Stamped Metal Co., Kokomo, 
Ind., has recently been placed on the mar- 
ket. This skate has a double tread, which 
is said to double the sidewalk mileage. The 
“wheel within a wheel” feature has a first 





and second tread, retaining ring, hardened 
cone, two rows of ball bearings, sixteen 
balls to each wheel, and hardened ball cup. 

This new skate has a toe plate support 
that prevents bending and has an extra 
wide toe clamp adjustment. There is a 
double channel extension bar, designed to 
prevent sagging in the middle, and a heel 
plate and heel back in one piece without 
rivets. It has a high heel back, live rubber 
cushions and a double-angle chassis support. 


’ 


Onken Tower Displayers 


The Oscar Onken Co., Cincinnati, Ohio, 
manufacturers of furniture, display fixtures 
and store equipment, is offering Tower Dis- 
players, for use in show windows. They 
are made of selected kiln-dried lumber and 
are well constructed. 





For hardware dealers model No. 380, as 
shown in the illustration, is particularly 
useful. Two stock finishes are ready for 
immediate shipment: medium mahogany 
and Circassian walnut. They are also 
available in special two color finishes. 











Wilkinson’s Running Pony 


A remarkable toy horse that will move 
over the floor or any level space has been 
put on the market by The Running Pony 
Co., Gardner, Mass. It is constructed in 
several sizes and is sturdy enough to carry 
even older children over the floor. 

This horse is a physical developer and 
a muscle trainer, capable of traveling sev- 
eral inches at one move. A rider mounts 





the saddle, puts his feet in the stirrups 
and grasps the reins. With a rocker chair 
motion he starts the horse moving and by 
pulling the reins the front rockers move 
forward. The rocking motion starts the 
horse moving. Turning is accomplished by 
pulling one side of the reins at a time. 

Although used in the family of J. F. 
Wilkinson, the inventor, for many years, 
the horse is now being produced commer- 
cially for the first time. It is available in 
seven styles at the present time, and many 
more styles are being developed. The horses 
are equipped with a full riding gear in 
miniature. 


Stroke Saver Mashie-Niblick 


The Beckley-Ralston Co., 
42 W. 22nd St., Chicago, IIl., 
is offering the new Stroke 
Saver Mashie-Niblick. This 
club is designed particularly 
for short approach shots and 
has a shorter shaft, specially 
designed head and is well 
balanced. 

It has the square tapering 
grip featured on all Stroke 
Saver clubs, which automati- 
cally keeps the club head at 
right angles to the line of 
flight and prevents the club 
from turning in the hands. 
The head, which is of stand- 
ard mashie-niblick size, has 
practically no sole, the back 
sloping sharply away, pro- 
viding for a wide range of 
shots from almost any lie. 

This club is 3434 in. in 
length. It has a_ black 
leather grip, pyrolin capped 
with ferrule without whipping, and a chro- 
mium shaft and head. 
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Field Work on Gulf Southwest Survey 
Will Be Completed About March 20 


By L. W. MOFFETT 


(Washington Bureau of HARDWARE AGE) 

ITH the original schedule being closely followed 

field work in connection with the wholesale and 

retail hardware survey under way in the Gulf 
Southwest by the Domestic Commerce Division, Depart- 
ment of Commerce, will be completed about March 20. 
Edward F. Gerish, in charge of the study, and who has 
directed the work from Washington, told HArpwaRE AGE 
that as soon as the field work has been completed the three 
men engaged in the survey will return to Washington to 
prepare the report. It is the plan to have the report ready 
for the printer in three months after its compilation has 
been begun. While it is not possible to say how long it 
will take the Government Printing Office to turn out the 
report, it is hoped that it can be done in a relatively quick 
time after it has been received. Indications are that this 
may prove to be the case since it is improbable that Con- 
gress will be in session by the time the report is prepared 
and the printing office thus would be relieved of the work 
coming from Congress. 

The area being covered in the report includes Missouri, 
Oklahoma, Texas, Louisiana, Arkansas, Mississippi and 
western, which, as classified by the Department of Com- 
merce, is known as the Gulf Southwest. The actual field 
work is in charge of Walter A. Bowers, assisted by Walter 
L. Mitchell and Malcolm George, all of whom have had 
experience in research work and in merchandising. 

The report will be divided into three main parts: Areas 
and trades, with information as to competition; types of 
sales promotion, specialties, etc.; and operating figures and 
costs, covering both wholesale and retail hardware. 

It is the purpose to bring out an unusually comprehen- 
sive report, disclosing information never before made avail- 
able to the hardware trade. Distribution, consumption, 
market areas, turnovers, invoices, competitive conditions, 
advertising and sales policies, etc., will be dealt with. The 
work has been so systematized that each line will be cov- 
ered separately through contact with the wholesale and 
retail hardware men of the Gulf Southwest, and the in- 
formation being gathered through questionnaires prepared 
specially for both the wholesale and the retail hardware 
trade, the questionnaires being used by the field workers 
as a guide in their study. There will be approximately 
100 wholesalers and between 600 and 700 retailers in large, 
medium-sized and small towns, covered in the study. 


Representative M. Clyde Kelly, one of the authors of the 
Kelly-Capper price standardization bill, told Harpware 
AcE that plans are under way to obtain a special rule for 
consideration of the bill on the floor of the House within 
the next two or three weeks. It is his hope that the Rules 
Committee can be prevailed upon through the Steering 
Committee to report a special rule giving right of way to 
the measure so that it can be passed upon in the time Mr. 
Kelly indicated. Under such a circumstance it is his belief 
that the bill will be passed by the House at the present ses- 
sion of Congress. While it is not thought it can be taken 
up for consideration by the Senate at the present session, 
it is the hope of the supporters of the bill that it can be 
taken up by the Senate early in the next session. 


The assistance which quality labeling can give the in- 
dividual consumer in his or her daily purghases is receiv- 
ing attention in the merchandising industry today, accord- 
ing to Director George K. Burgess of the Bureau of 
Standards. 

Quality labeling, he pointed out, assists the manufactur- 
ers and dealers in obtaining the maximum benefit to be 
realized from the mass-production, mass-distribution, and 
mass-consumption of such of their commodities as comply 
with the requirements of nationally recognized specifica- 
tions and also encourages the small quantity “over-the- 
counter” buyer to purchase staple goods that are guaranteed 
to comply with such specifications. 

“Purchases made on quality labeled goods will pass 
along to the ‘over-the-counter’ buyer (the non-specifica- 
tions-using public) some of the benefits derived by the con- 
tract buyer from using nationally recognized specifications, ” 
said Dr. Burgess. “Such labels are now being employed by 
many manufacturers frequently cooperating under the 
auspices of their trade associations. 

“Quality labels give to the individual consumers, as well 
as the organized producers, the benefits of tests and in- 
vestigations, the result of such research being placed at the 
disposal of committees formulating nationally recognized 
specifications (which may or may not be those of the Fed- 
eral government). Their use encourages firms to manu- 
facture goods to comply with, or to exceed, the require- 
ments of these specifications, and facilitates the buying of 
specification-made goods. 

“Advertising which identifies one or more trade branded 
articles of a producer as complying with certain nationally 
recognized specifications, is supplementary to, but not a 
substitute for, trade brand advertising and other phases of 
trade brand sales promotion work. A label on goods man- 
ufactured in accordance with the nationally recognized 
specifications indicates tothe buyer that the producer has 
attempted to comply with the requirements of such speci- 
fication, or to exceed such requirements. 

“The significance and strength of the quality-guarantee- 
ing label will be appreciated when consideration is given 
to the fact that the label is in reality an announcement to 
the public that the producer is staking his reputation on 
the compliance of the labeled commodity with the specifica- 
tion requirements.” 


Announcement has been made by the American Marine 
Standards Committee through the Bureau of Standards that 
proposed standard specifications for door bolts and catches 
and sash hardware for ships have been submitted to the 
membership of others concerned for ballot vote. Proposed 
standards for mooring bits, cleats and posts for docks have 
been submitted to the technical committee on “Port Facil- 
ities.” A proposed revised marine standard specification 
for unlined fire hose has been submitted to the technical 
committee on “Ship Operation Details and Supplies.” The 
purpose of the revision is to harmonize the marine standard 
specification with the present requirements of the Under- 
writers’ Laboratories. 

(Continued on page 117) 
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Hardware Demand Gain 
Is Slight—Prices Are 
Essentially Unchanged 


New York, March 11.—While a 
slight improvement in the hard- 
ware demand was brought about by 
the prevalence of milder weather, 
the increase is not as marked in 
extent, as is customary at this peri- 
od of the year. 

Wholesalers as well as retailers 
seem to have adopted a policy of 
cautious buying as a result. Mar- 
ket centers depending largely upon 
farming sections seem to be in bet- 
ter shape than most urban market 
territories. For this reason, the 
South, Middle-West and North- 
West sections are reporting more 
activity than Eastern markets, so 
far as hardware is concerned. 

Gradual improvement is indicated 
and the low point is generally con- 
ceded to have been past, although 
the up-turn is not yet pronounced. 

Prices are essentially unchanged 
and remarkably stable in view of the 
general situation. 

Collections retain a fairly satis- 
factory status. 


Commodity Prices Decline 
6.5 Per Cent Below Year Ago 


Commodity prices declined three-tenths 
of 1 per cent during the week ended 
March 1, according to the wholesale price 
index of the National Fertilizer Associa- 
tion. The decline has amounted to 1.3 
per cent during the past two weeks, and 
the index is now 6.5 per cent lower than 
for the like date a year ago. 

Forty-five items declined and twenty- 
three advanced. Eight groups declined 
and one advanced slightly. The larger 
declines occurred in fats, other foods, 
mixed fertilizer, grains, feeds, live stock 
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and textiles. The price of silver also de- 
clined sharply, indicating an increase in 
the value of good relative to silver. 

3ased on 1926-1928 as 100 and on 474 
quotations, the index for the week ended 
March 1 stood at 92 and for the week 
ended Feb. 22 at 92.3. 


Farm Price Level Was Lower 


During Month of February 


The general level of farm prices was 
131 on Feb. 15, as compared with 134 on 
Jan. 15, and 136 in February a year ago, 
the five-year period 1909 to 1914 being 
used as a base of 100, according to the 
Bureau of Agricultural Economics, De- 
partment of Agriculture. 

Changes in the group indices from 
Jan. 15 to Feb. 15 were: Poultry and 
poultry products down twenty-four 
points ; cotton and cotton-seed down seven 
points; dairy products down six points; 
grains down three points; fruits and 
vegetables up one point; meat animals up 
four points. 

As compared with a year ago, cotton 
and cottonseed were down’ twenty-eight 
points on Feb. 15; dairy products down 
fifteen points; grains down eight points; 
poultry and poultry products down four 
points; fruits and vegetables up fifty- 
seven points; meat animals unchanged. 


Week's Price Average 
91.1 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on March 2 that wholesale 
commodity prices for the week ended 
March 1, and based on Dun’s quotations, 
averaged 91.1 per cent. 

The February average was 92.7 per 
cent. The purchasing power of the dollar 
was 108.8c. on a 1926 basis of 100c. The 
January average was 107.9c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
83.9. The January average was 85.1. 

The Italian index on the revised 1926 
basis for the week ended Feb. 22 was 68.0. 





DeForest Radio Tubes 
Are Lower in Price 


Officials of the DeForest Radio Com- 
pany recently announced sweeping reduc- 
tions up to 35 per cent in the list price 
of the most popular types of radio tubes, 
due to the perfection and operation of 
automatic high-speed production ma- 
chinery. The new prices became effective 
on Feb. 25, with the saving in production 
cost being passed on to the radio con- 
sumer. 

Prevailing prices are as follows— 

Old New 
Type Purpose Price Price 
410 Power Amplifier....... $ 9.00 $ 8.00 
422 D. C. Screen-Grid Amp. 4.50 4.00 
424 A. C. Screen-Grid Amp. 4.00 3.00 
427 A. C. Detector-Amplifier 2.50 2.00 
445 A.C. Power Amplifier... 3.50 2.50 
480 Full-Wave Rectifier.... 3.00 2.50 
481 Half-Wave Rectifier.... 7.25 6.00 
450 Power Amplifier....... 11.00 10.00 


Freight Loadings Decline 
for Week and Year Periods 


Loading of revenue freight for the 
week ended on Feb. 22 totaled 828,890 
cars, according to the car service division 
of the American Railway Association. 

Due to the observance of Washington’s 
Birthday, this was a decrease of 62,707 
cars below the preceding week this year. 
It also was a reduction of 76,613 cars 
under the same week in 1929 as well as 
a reduction of 40,527 cars under the same 
week in 1928. 


Bank Clearings Recede 
for Week Ended February 27 


Bank clearings in the United States for 
the week ended Feb. 27, a holiday week, 
as reported to Bradstreet’s Journal, ag- 
gregated $9,328,845,000, as against $11,- 
352,935,000 last year, a full week, and 
$11,424,495,000 in this week last year, also 
a holiday week. There is here shown a 
decrease of 17.8 per cent from last week, 
and of 18.3 per cent from the like week 
of 1928. 
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(Chicago office of HARDWARE AGE) 


CHICAGO, March 11.—Business on spring items is beginning to de- 
velop in satisfactory volume. Fishing tackle orders placed last fall 
are being delivered and dealers who did not order early are now 
stocking. Demand for roller skates, already good, continues to in- 
crease at a rapid rate; jobbers here are pressing for orders in 12- 
pair lots. - 

Slight reductions have gone into effect on 14-gage rubber-covered 
wire. Radio is decidedly quiet. De Forest radio tubes have been 
reduced from 50c. to $1 each. The recent period of mild weather 
generated a slight flurry of demand for garden hose and accelerated 
calls for delivery of futures already ordered; however, volume has 
not yet developed to any impressive degree. Paints and oils are be- 
ginning to show increased activity. 

Trade in wire cloth is good, with buyers continuing to favor dull- 
galvanized at slightly higher figures. Agricultural wrenches are 
moving well. Nails and wire are sluggish with the winter’s “loss 
price levels” still prevailing. Generally speaking, orders for build- 
ers’ hardware are light, although there is some business on bevel- 
edge locksets. Chain sales are good. Trade in copper rivets and 
burrs is fair; copper stocks are reported large, though prices remain 
unchanged. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CHICAGO. 


AUTOMOBILE ACCESSORIES. 

Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue- 
30x line, 58c. each; A. C., 538c. each; 
lots of 100, 50c. A. C. Special Ford, 
36c. each. . 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Nonskid, dozen pair lots, 
35 per cent discount. 


CHAIN. 
%-in. proof coil chain, $11.00 cwt., 
base; trade-marked coil chains, 40-10 
per cent off list. 


COPPER RIVETS AND BURRS. 
igs gy rivets and burrs, 30-10 per 
cent off list. 


ELECTRICAL AND RADIO GOODS. 


Jacks.—National Standard, No. 21, Electrical Merchandise. — No. 14 
$1.30 each. ‘ , rubber covered wire, $6.50 per 1000 
Pumps.—Rose, 1% in. cylinder, ft.; in less than 1000 ft. lots, $6.75; 





$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50. Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each; 30 x 3%, Liberty, $1.05 each; 
20 x 4.40, Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings and 
121%4 per cent on tubes. 

Anti-Freeze Solutions. — Prestone, 
$3.80 per gal., in less than full case 
lots; in full case lots, $3.60 per gal. 


BOLTS AND NUTS. 

Large carriage bolts, cut thread, 
60 per cent discount; small carriage 
bolts, cut thread, 60 per cent dis- 
count; small carriage bolts, rolled 
thread, 60-10 per cent discount; 
large machine bolts, to thread, 60 
per cent discount; small machine 
bolts, cut thread, 60 per cent dis- 
count; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. All 
discounts are from “full case’’ lists. 


BUILDERS’ HARDWARE. 

Steel butts, 3% x 3%, old copper 
or dull brass finish, $1.84 per doz. 
pair in case lots; less than case lots, 
$1.95 per doz. pair; steel butts, 4 x 4, 
old copper or dull brass finish, $2.44 
per doz. pair in case lots; less_than 
case lots, $2.68 per doz. pair. Heavy 
steel, bevel, inside sets, $5.00 per doz. 
sets in case lots. Steel, bit-keyed 
front door sets, $1.25 per set; wrought 
brass, bit-keyed front door sets, $2.35 
per set. Cylinder front door sets, 
$5.00 per set. 





No. 18 lamp cords, $11.25 per 1000 ft.; 
in 1000 ft. lots, $10.50; %-in. brush 
brass key sockets, 13c. each; lots of 
25, 12%c. each; two-way (Hemco) 
plugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 
5e. each; dry cells, boxes of 55, 32%4c. 
each: less than case lots, 36c. each. 

Electrical Appliances. — Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal 9169, $15.20. 

Radio Supplies.—Radio B batteries, 
D779 E, $1.40 each; in case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 75c.; UX- 
199, $1.20; WX-227, $1.50; UG-171A, 
$1.35; UX-250, $6.60 each; UX-245, 
$2.10 each; UX-224, $2.40 each. No. 
410, $4.80 each; 422, $2.40; 424, $1.80; 
427, $1.20; 445, $1.50; 450, $6; 480, 
$1.50; 481, $3.90. 


FLINT PAPER. 

Nine x 11 sheets, in bundles, No. 0, 
$4.30 per ream; same, No. 1, $5.15 per 
ream; 8% x 10% sheets, in bundles, 
No. 0, $3.40 per ream; No. 1, $4.05 
per ream; 9 x 11 sheets, in boxes, 
No. 0, 100 sheets per box, 89c.; No. 
1, 75 sheets per box, 80c.; 8% x 10% 
sheets, No. 0, 100 sheets per box, 70c.; 
No. 1, 75 sheets per box, 63c. 


GARDEN HOSE. 

Molded garden hose, single braid, 
5-in., 744c. per ft.; %-in., 8%4c. per 
ft.; double braid, %-in., 8c. per ft.; 
%-in., 9c. per ft.; red hose, %-in., 
9c. per ft.; %-in., 10c. per ft. 





Spring Trade Is Developing Sasiabiciesily 
= Few Recent Price Changes Have Been Made 


GLASS AND PUTTY. 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 8d 
per cent discount; double strength B, 
all brackets, 87 per cent discount. 
Putty, pure grade, $3.90 per cwt.; 
commercial, $3.15 per cwt. 


HANDLES, AGRICULTURAL. 

Hay and manure fork handles, 
strapped and capped, X grade, 4-ft., 
$5 per doz.; 4%-ft., $5.50 per doz.; 
XX grade, 4-ft., $6.50 per doz.; 4%- 
ft., $7 per doz.; garden hoe handles, 
4144-ft., X grade, $2.75 per doz.; gar- 
den rake handles, 54-ft., X grade, 
$3.60 per doz.; regular pattern shovel 
handles, 4%-ft., X grade, $4.25 per 
doz.; regular D shovel and scoop han- 
dles, X grade, $4.90 per doz., with 
IDL top, $4.50 per doz. 


NAILS AND WIRE. 

L.c.l. quantities, common wire and 
cement coated nails, $2.85 base, car- 
loads on application; steel cut nails, 
$4 base. No. 9 black annealed wire, 
$3.45 per cwt.; No. 9 galvanized, plain 
wire, $3.90 per cwt.; catchweight 
spools, galvanized cattle or hog wire, 
$3.75 per cwt.; polished fence stapes, 
$3.55 per cwt. 


PAINTS AND OILS. 
Linseed Oil, Raw.— Barrel lots, 
$1.15 per gal.; 5 barrel lots, $1.12 
per gal. 
Linseed Oil, Boiled.—Barrel lots, 
$1.18 per gal.; 5 barrel lots, $1.15 
per gal. 
Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra $10; 
returnable. 
Turpentine. — Drum lots, 66c. per 
gal., net. 
White Lead.—100 lb. kegs, $14.25 
per cwt.; 50 lb. kegs, $14.50 per 
ewt.; 25 lb. kegs, $14.50 per cwt.; 
12% lb. kegs, $14.75 per cwt. 

Shellac (4 Ib. cuts).—White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots; second grade 
white, $2.17; second grade orange, 
$1.82 


English Venetian Red. —In barrels, 
5\4c. per Ib.; in 100-lb. lots, 6%c. per 
lb. 

Dry Paste.—Barrel lots, 7%4c. per 
Ib. 


POULTRY NETTING. 
Poultry netting, galvanized before, 
63% per cent off list; galvanized 

after, 60 per cent off. 


ROLLER SKATES. 

Union line: No. 5, in 12-pair lots, 
$1.35 each; N@q. 6, $1.45. Chicago line, 
No. 101, in 12-pair lots, $1.30 each; 
No. 103, $1.40. 


ROPE. 
Best pure manila rope, 2lc. per Ib., 
base; No. 2 manila, 19c. per lb., base; 
best pure sisal rope, 15c. per lb., base. 


SAWS. 
Circular cord wood, 20-in., $1.90 to 
$2.50; 22-in., $2.25 to $3.00; 24-in., 


2.60 to $3.50; 26-in., $3.00 to $4.00; 
28-in., $3.50 to $4.50; 30-in., $4.00 to 
$5.00. 

Crosscut, 5 ft., narrow, champion 
tooth, $1.55 each; 5% ft., wide, cham- 
pion tooth, $2.10 each; 5% ft. wide, 
lance tooth, $4.35 each; 4 ft., one- 
man, champion tooth, $2.45 each. 


STEEL SHEETS, FLAT OR CORRU- 


GATED. 
Galvanized sheets, 24-gage, $4.60 per 
ewt.; 24-gage black sheets, $4.05 per 


cwt. 
WIRE CLOTH. 
Black, 12-mesh, $1.60; galvanized, 


14-mesh, $2.00; galvanized, 16-mesh, 
$2.30. 
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TWI C | TI ES: : Conditions Appear Very Favorable 
N $ Collections Are Holding Up Well 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, MINN., March 11.—Reports from over the territory 
tributary to the Twin Cities continue to be very favorable for gen- 
eral business conditions when the spring work opens up. That time 
is not far distant, and in many lines preparations are already under 
way for a very good year. 

As an indication of business conditions in South Dakota, for .in- 
stance, Sioux Falls reports the January totals far ahead of last year, 
and with 1929 ahead of the ten-year average by a good margin. That 
State is given as one of the brightest spots in the country at the 
present time. Minnesota shows a fair condition of business, with 
the Twin Cities in a very favorable position, North Dakota will show 
gains, it is predicted, during the year. 

Collections are holding up well, and prices are showing but little 
change from previous reports. Spring stocks are moving out in an 
ever increasing volume. With the opening of side roads from the 
bonds of winter, business is expected to gain steadily. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. MINNEAPOLIS OR ST. PAUL. 


AXES. GRASS SHEARS. 
Single bit, base weight, unhandled “Doo-Klip’” grass shears, $10.80 
axes, $15 to $16.50; double bit, $20.00 doz.; ‘‘Doo-Klip’ long handled grass 
to $21.50; single bit, handled, $19.25; shears, $18.00 doz. net. 


double bit, handled, $24.25 doz., net. 
LAWN GOODS. 
BOLTS. Nelson’s Perfect Clinching hose 


, 3 couplings, $2.25 per doz.; Perfect 
Carriage and machine bolts, 60 per Clinching hose menders, 90c.; per doz. 
pats stove gee 75 per cent, and 
ag screws, per cent from stand- 
ard lists. LAWN HOSE. 


Competition, %-in., 3-ply, 5%%4c.; 
Good Luck, %-in., 6-ply, 9c.; Bull 


BRADS. Dog, %-in., 7-ply, 12%c.; Manhat- 
Wire bfads, in 25-Ib, box, at 75 per S Gee dee te a ee, 
cent from lists. coupled in 50-ft. lengths, black, 5-in., 


$7.30; red, $7.80 per 100-ft., net. 
BUILDING PAPER. 


Red rosin sized building paper, 


LAWN MOWERS. 


$2.52, and tarred felt, $2.80 cwt., net. we Se dng A, ‘hs, rr : 
$25.00 each, — . 
CHAIN. 
Log chain, coppered, %4 x 14, $1.56; MILK CANS. 
5/16 x 14, $2.11; % x 14, $2.89; self Railroad, wide neck, 8- gal., $2.75; 
colored, A x 14, $1.40; 5/16 x 14, $1.88; 10-gal., $285 each, net. 
i? x 14, $2.54 each; proof coil chain, 
in., $8. 78; 3% in., $16.04; % in., NAILS. 


$s. 13; 54 in., $41.82 per 100 ft. 

ame yee wire ge — 
coated wire nails, ‘ per -lb. 
EAVES TROUGH, CONDUCTOR keg base. 


PIPE AND ELBOWS. 
: , POULTRY NETTING. 
Eaves trough, 28-ga., 3-in., slip 
joint, 5-in., in crates, $5.25; 6-in., Hexagon, 63% per cent from lists. 
$6.40; conductor pipe, 3-in., in crates, 
not nested, $5.10; 4-in., TP. per 100 PRUNERS. 


~ 1 = ae 7. Te; Se, “Doo-Klip’’ pruners, $10.80 doz., 


net. 
FILES. REGISTERS. 
First quality files, 50 per cent, and Cast iron or wrought steel regis- 
jobbers’ brands, 60-10 per cent from ters, 40-10 per cent from lists. 
list. 
ROPE. 
Best grade manila rope, 23c. Ib.; 
GALVANIZED WARE. second grade, 19c. Ib.; best grade sisal 
Standard galvanized pails, 10-qt., moe, 17%c. Ib.; second grade, 16%c. 


$2.70; 12-qt., $2.85; 14-qt., = #8 stock 
pails, 16- -qt., $4.70; 18- -qt. $5.50; 
standard tubs, No. 1, $7. 15; No. 2, ROLLER SKATES. 


fini; No. 2 41h; 08 #5. do. we ee eer tie, Me bet 
Same for boys, ~vith self-contained 

GLASS AND PUTTY. for ew sirontied bal 
pine and double sens erccent | “ilesgo.line’ No. ie, $265; No. 
from lists; strictly pure putty, in 50- 183, $2.75; No. 185, $2. 15; No. 101, 





lb. steel drums, $5.35 cwt., net. $1. 35; No. 103 and 105, $1.40. 





SANDPAPER. 


Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1 78c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, 58c. lb. base; 
second grade, 3lc. lb.; third grade, 
25c. Ib. base; net and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. 


Wood screws; flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 371% per cent; round 
head brass, 32% per cent from lists. 


SCREEN DOORS AND WINDOWS. 


Doors, common, 2-8 x 6-8, $1.05 
each; fancy, $2.60 each; screens, Con- 
tinental, extension, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $5.35 doz., 
net. 


SOLDER. 


Warranted half and half solder, 
lb., and strictly half and half 
solder, 29 lb., in 100-Ib. boxes, net. 


STEEL SHEETS. 


Galvanized steel sheets, 24-ga. 
(base), $4.65: black steel sheets, 24- 
ga. (base), $3.90. Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


TIN. 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x _ 28, 
8 Ib., coating, IC, $14.75 box, net. 


TIRES AND TUBES. 


Mansfield tires, 30 x 314, Liberty 
cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 95. 

Mansfield heavy duty, 32 x 4, 
$10.59. Mansfield double service, 29 
x 4.50, $10.68. Mansfield double ser- 
vice, 32 x 6.50, $21.74. 

Tubes, 30 x 3%, Mansfield, $1.13. 
Tubes, 29 x 4.40, Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40. Liberty, $1.13. Tubes, 32 x 
6.00, Liberty, $1.99. 


WHEELBARROWS. 


Hardwood stave tray, $34.20 doz.: 
selected hardwood stave tray, $40.80 
doz.; tubular steel tray, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


WIN ee VENTILATORS. 


Vindow ventilators, Continental, 
No. 837, $2.80; No. 1137, $3.45, 5 


5A, $3.00; No. 6A, $4.00; No. 6B, 
$5. 50; No. 6C, $5. 00 each list, with 
dealers’ discount of 33% per cent. 


WIRE. 


Galvanized barbed cattle wire, $2.89 
per 80-rod spool; galvanized barbed 
hog wire, $3.09 per 80-rod spool; No. 
9 (base), smooth, galvanized wire, 
$3.50 cwt., and No. 9, smooth, black 
wire, $3.05. 


WIRE CLOTH. 


Black, painted, 12 x 12 mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1. 85 
per 100 sq. ft., net. 
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PITTSBURG 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, March 11.—Local hardware trade thus far in March 
has failed to show any material improvement over February. Ship- 
ments of spring goods are holding up to normal expectation for 
this time of the year, but new buying is discouraging and limited 


entirely to small lots. 


Retail trade in less expensive staple items is 


keeping up at a steady pace, but on larger and more expensive arti- 
cles business so far this year has been very unsatisfactory. Local 
dealers hesitate to sell on terms, as many customers are obviously 
unable to meet their obligations, and with collections extremely tight 
most retailers do not consider it good business to allow their accounts 
to be added to further unless absolutely necessary. Prices are 
essentially unchanged, although a number of minor reductions have 


been made. 


Steel operations in the district have tapered off in the last two or 
three weeks, and the smaller steel manufacturers have scaled down 
open-hearth operations from 5 to 20 per cent. Larger companies with 
more diversified lines have been able to maintain recent averages, 
although finishing mill activities have been curbed on a number of 


products. 


Rail and structural mills are possible exceptions, and tin 


plate schedules are also increasing seasonably. Steel prices seem 
to be somewhat stronger as reduced operating schedules have raised 
costs and forced mills to adopt a firmer price attitude if any profit 


is to be shown. 


Sheet prices for second quarter will be advanced 


$2 a ton by leading makers, but wire rods have declined $2 a ton to 
$38 a ton, Pittsburgh or Cleveland, on second quarter business. 
Merchant wire prices in general lack strength, although manufac- 
turers’ wire is holding at 2.40c., Pittsburgh. Prices on the heavy 
hot-rolled products are becoming established at 1.85c., Pittsburgh, 


on bars, shapes and plates. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. PITTSBURGH. 


AUTOMOBILE TIRES AND TUBES. 


Mansfield tires, 4-ply balloon type, 
29 x 4.40, $6.50; tubes, . 31; 30 x 4.50, 
$7.25; tubes, $1.39; 29 4.75, $8.39; 
tubes, $1.46; 29 x 5.00, “38. 66; tubes, 
1.50; 30 x 5.00, $8.94; tubes, i 
31 x 5.00, $9.33; tubes, $1. 58; 32 x 6.00, 
$10.32; tubes, $1.65; 28 x 5.25, $9. 
tubes, $1.58; 30 x 5.25, $10.43; one. 
$1.73; 31 x 5.25, $10. 753 tubes, $1.76; 
29 x 5.50, $11.10; tubes, $1.95. 

Same, 6- ply, 30 x 5. 50, $14. 06; tubes, 


$2.03; 30 x 6.00, $14.14; tubes, $1. 95: 
31 x 6.00, $14.57; tubes, $1.99; 32 x 
6.00, $14.84; tubes, $2. 06; 33 x 6.00, 
$15.36; tubes, $2.18. 


AWNING HARDWARE. 


Eye Ends.—No. 3, $3.50 per 100; No. 
4, $40 per 100. 

Pipe Clamps.—No. 3, $6 per 100; No. 
4, $7 per 100. 

Hinges.—No. 2, $3.25 per 100. 


BATTERIES. 

Broken Unit 

Packages Packages 
i? SAS eeenrcty. $2.22 $2.06 
CS rene 3.20 2.97 
TSE 650% es. AKe use 2.06 1.92 
. Sh , SS errr. 2.00 2.80 
GEER esse. ywites aw we 1.32 1.14 
RMI Sh iote Bhs Sis alae 42 39 
Sere re 1.05 90 
BN os ras bw nck ahs 1.40 1.30 
DE TEE ay xcon en be ate 1,40 1.80 
No. 767 Roe ReT THOT 2.06 1.92 
PE NUE cacieesereceus 1.93 1.79 


No. 6 dry cells, ‘ignition type, unit 
packages, 6c. each, 

Flashlight—No. 935, 6%4c. each; 
No. 950, 644¢.; No. 790, 18¢.; No. 705, 
19%4¢.; No. 750, 13%4¢,; No. 791, 13c. 

Hot Shot.—No. 1461, $1.67; No. 1661, 
$2.37, 





BOLTS, NUTS AND RIVETS. 


Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per cent 
off list; tire bolts, 60 and 10 per cent 
off list. 

s Nuts.—All styles, 50 per cent off 
ist 

Rivets. —Larger, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


FARM, GARDEN AND LAWN 
GOODS. 


Garden Hose.—250 to 500 ft. coils, 
¥% in., Tipe. to 9c. per ft.; % in., 8c. 
to 10%c.; ; % in., 9c. to 12%%e.; in 50 ft. 
lengths coupled, %c. per ft. higher; 
nozzles, Gem, $5.50 per doz.; Dia- 
mond, $4.50 per doz.; Nelson Spray, $4 
per doz.; Giant, $3.25 per doz.; reels, 
$1 to $4 each; Perfect hose couplings, 
$2 per doz.; Sherman hose couplings, 
$1.40 per doz.; Perfect hose menders, 
80c. per doz.; hose nipples, $2.40 per 
doz.; hose adapters, $2.25 per doz. 

Shears. — Doo-Klip grass_ shears, 
$10.80 per doz.; Doo- — - long handled 
grass shears, $18 per doz. 

Pruners.—Doo-Klip pruners, $10.80 
per doz. 

Sprinklers.—Crown lawn sprinklers, 
$7 per doz.; Crescent lawn sprinklers, 
$6.50 per doz. 

Sprinkling Cans.—Galvanized 


sprinkling cans, 4-qt., $5.75; 6-at., 
$6.50; 8-qt., $7.50; 10-at., $8.40, All 
prices per doz, 

FERTILIZER. 


assortment No. 1, 


Old gardener, 
2, $59.95; as- 


$98.16; assortment No. 
sortment No. 3, $28.73. 
Koppers Velvet Lawn fertilizer, 





, New Buying Is Rather Discouraging 
¢ Prices Ate Essentially Unchanged 


334g per cent off retailers’ selling fig- 
ures. 

Loma fertilizer, per case of 24 1-lb. 
cans, $3.60; per case of 12 5-lb. cans, 
$5.04; per case of 10 10-lb. bags, $7. 


FLASHLIGHT CASES. 


Winchester Flashlight Cases.—No. 
6414, 62c.; No. 6514, 68c.; No. 6824, 


$1.43; No. 6921, $2.40; No. 6924, $2.08; 
all each. 

Winchester Assortment.—No. 1614, 
$2.94 per assortment; No. 6214, $5.04 


per assortment. 


GAME TRAPS. 


Diamond No. 21, $1.35 per doz.; No. 


a , $2.44 per doz.; No. 22, $3. 36 per 


do 
Victor No. 1, . 38 per doz.; No. 144, 
$2.44 per doz.; No. 2, $3.36 per doz. 
Triumph, No. 1, $1.32 per doz.; No. 
1%, $2.20 per doz. 


HOUSE CLEANING SUPPLIES. 


Water Softeners.—Desolvo, 12 oz. 
pkeg., $2 doz.; 1 lb. pkg., $3 per doz. 
Mops.—O'Cedar, 33% per cent off 
list; cotton, best grade, No. 12, $4.50 
per doz.; No. 20, $6; No. 30, $10; No. 
36, $13 50. Second grade, No. 12, 
$2.75; No. 20, $4.50; No. 30, $6.75; No. 
36, $8. 40; No. 10 Betty Bright ‘self- 
wringing mop, $8 per doz.; No. 
3etty Bright mop cloth, $4 per Moony 
Chamois Skins.—12 x 14 in., $3.50 
per dos.; 183 x 17 in., $6; 14 x 18 in., 
7.50; 15 x 20 in., $9.20. 
Waxes.—Johnson paste wax, 1-lb. 


cans, 85c.; 2-lb. cans, $1.70; 4-lb. 
cans, $3; 8-lb. cans, $6; Old English, 
1-lb. cans, 85c.; 2-lb. cans, $1.70; 
4-lb. cans, $3; liquid wax, Johnson 


pints, 75c.; quarts, $1.40; Old English 
pints, 75c.; quarts, $1.40. Dealers’ 
discount, 3344 per cent. 

Sponges.—According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment. 

Wall Cleaners.—Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per doz. cans; Perfection paint 
cleaner, $3.25 per doz. 

Step Ladders.—Standard full rodded 
ladders, 28c. per ft.; extra, 40c. per 

Floor Polishers.—Universal electric, 
$20.65 each, net; hand, $3.75 each; 
Old English, $2.60 each. 


Carpet Beaters.— Justrite, $1.10 
dozg.; No. 4, $1.20. 
MISCELLANEOUS TOOLS. 
Circular Saws.—6 in., $2.25 each: 


8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.--Simonds Crescent 
Ground, Nos. 138, 22, 113, 324 and 
325, 5 ft., $5.40; 51% $6; 6 ft.,. $7. 

Electric Drills. sd 141, $24 each; 
No. 142, $32; No. 122, $48; No. 562, 


$35.20; No. 382, $41.60 


Files.—Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 


50 per cent off list. 
Garage Vises.—No. 43, $2 each; No. 


43%, $3; No. 14, $5. 
ORNAMENTAL FENCE. 
aa Fence.—Style LX, 36 
a = 40 per 100 ft.; 42 in., $7.20 per 
"Style F, 36 in., $8.80 per 100 ft.; 42 
$9.60 per 100 ft. 
a Walk Gate.—36 in. x 3 ft., 
2.50; 42 in. x 3 ft., $2.60; 48 in. x 3 


ft., $2.70; all prices each. 


PAINTING SUPPLIES. 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, l5c. per gal. 
higher); white lead, 14% c. per Ib, in 
100-Ib, lots; 10 per cent less in lots of 
500 1b. or more and extra 4 per cent 
less on lots of a ton or more; turpen- 
tine, 70c. per gal. in barrel lots, raw 
— oil, 15 3/5c, per Jb., in barrel 
ots. 
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POULTRY SUPPLIES. Winchester line, No. 3831, $1.35 per 
ts . pr.; No. 3832, $1.30 per pr. 
Incubators.—No. 1, $21 each; No. 2, Chapin line, No. 103, child’s skate, 
$24.50; No. 3, $22.55; No. 4, $38.50; No. 75c. per pr. 
om $15.75; No. 17E, $21; all prices 
ne 
Broeders.—No. 117, $10. 33 each; No. SCREEN WIRE CLOTH. 
118, $1295; No. 119, $15.75: No. 80, Black wire cloth, No. 12 mesh, 
$12.25; No. 81, $12.95; No. 101, $18.55; $1.55 per 100 sq. ft. Galvanized, 12 
No. 102, $22.50; all prices net. mesh, $1.65. Bronze cloth, 14 mesh, 
Fountains, etc.—Fountains, 25c. to $5.50 per 100 sq. ft. 


$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2.10 WIRE PRODUCTS. 








each 
i-O- oe a Fence Wire 
a Wie aa aah rad =. per 100 Ib. Annealed Galvanized 
trade, ‘ie ; , ' No. a to: 9 WRB. ccs $2.85 $3.30 
: PG Eas encie beter enae oa en 
No. it rT eee se .95 i 
ROLLER SKATES. SS ere ere 3.00 3.50 
Union Hardware Co. line, No. 2, EB Ge 6 Sak ek seus seats 3.10 3.65 
70c. per pr.; No. 3, 75c. per pr.; No. TE ph'saa be sanketue 3.20 3.85 
10, $1.05 per pr.; Nos. 4 and 5, $1.40 OSs | RNS ere 3.40 4.15 
per pr.; No. 6, $1.55 per pr. Ne Seer eee 3.60 4.35 
Winslow line, No. 38%, $1.40 per Barbed wire (per 80-rod spool): 
pr.; No. 38, $1.55 per pr.; No. 38, rub- Cee WUNEEEG: cocscsccvecwacdens $2.70 
ber tire, $2.50 per pr. PO EE wks sasaebeddasaweanen 2.88 


SePOINE BOG oo ess scievacscccccns 3.12 
4- EE OMERED - Gve cues ods eeu sce 2.88 
2-point cattle (special).......... 2.07 
Field Woven Wire Fence (per 100 
rods): 
DESEO, 6cb0 vena ss sdurees See awer $39.80 
TES & ii Miah 0b:d'o ca ea Oe Ao 55.80 
EE lee SR een eeitee tart ee 27.70 
BPD oa whcewbascueucous stone os 37.00 
PEE Seis cceass seer Sze e ag an we 35.80 
oa, Oa ey ee emma yn 45.20 


No. “14% ga 


ge 
Poultry and rabbit small mesh: 


No. 1736 


No. 2672 
Steel Fence Posts: 





Galvanized Painted 
Tubular Angle Steel 





AT FF A TA: Business Shows Signs of Improvement 
N < Few Price Changes Have Been Reported 


(Atlanta office of HARDWARE AGE) 

ATLANTA, GA., March 11.—Indications are at this time that spring 
business in this territory will be exceptionally good. Atlanta hard- 
ware jobbers have been very busy during the past few weeks of 
spring-like weather. Not a great over-rush of orders and buying, 
in no sense a business boom, but business in general is getting bet- 
ter and improvement is yet anticipated. 

Weather conditions have been very favorable for early crop prepa- 
rations and already our State’s Jargest water melon growers have 
started planting. 

Manufacturing and labor conditions throughout the South are 
gradually regulating themselves. Many textile mills that have been 
closed for the past several months have resumed activity and are 
now running full time, giving employment to the thousands of mill 
workers that were otherwise jobless. 

Construction in the South is still hitting at high marks. In At- 
lanta alone it is estimated that construction will double the 1929 
records, which totaled $13,200,000. 

Few price changes have been reported for this listing and collec- 
tions are reported as being fair. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ATLANTA. 


AIR RIFLES. BOLTS AND NUTS. 

No. 20 Daisy, $7.20 or doz.; No. Cut thread carriage and machine 
12, $12.00 per doz.; No. $16.00 per bolts, 60 per cent off; rolled thread, 
doz.; No. 3, $24. 00 per Fly No. 25, 60-10 per cent off; lag screws, 60 per 
$40.00 per doz.; No. 30, $20. 00 per doz. cent off; hot and cold pressed nuts, 

Little Daisy pop guns, $3.20 per 50-10 per cent off; stove bolts, 75 per 
doz.; No. 14 pop guns, $6.00 per doz. cent off. 
my Rifle ag at ag — rye 
3.5 per per 100 tubes; 4-o0z., $4.5 
per 100 tubes; 2%-oz. steel shot, $3.00 BROOMS. 
per 100 tubes. 4 string house broom, $4.50 per 


doz.; 5 string nid broom, er — 
doz.; Split bamboo push broom 14-in. 
BACK BANDS. with handles, $7.0 per doz. 
oY 79, Shop hook, oy ae 5 in., 
$3.50 per doz.; No. 1 Shop hook yr 
back band 5 in., $3.50 per doz.; No. CHAINS (TRACE). Per Pr 
$ P 9 











R19 back band with boss hook, $3.00 . S29 E. W 6 
per doz.; No. B5 back band less f Cea 69 
hooks, $1.75 per doz.; Humane back 1% AB 2 ede a lclaaheaetei 4 
band, $4.50 per doz.; No. 24 Humane poet sa  ieeebengeaee 33 
back band, $6.00 per doz. page cae ee ne “28 
a, Back Band Webbing. coe & fin. a wih ic “Gigeapeasenonee ‘ae 
25 per 1 () ae n per ol a “us @ eeccsceseseesee apd 
100 ft.; No. 1, 4 “1. * $3.50 per 100 ft.; 8 —10-0 E.W. ....00--00eee. 1.48 
No. 1, 5 in., $4.25 per 100 ft. an aine. 
Pairs 
26 — 8—2 Single breast......... $5.00 
BALE TIES. 26in.—Double slack .....0sscsss* 6.50 
9 ft., 16% gage, $0.93 per bundle: 9 
ft., 16 gage, $1.05 per bundle; 9% ft., No. 6—Galvanized pump. $7.50 per 100 
15144 gage, $1.20 per bundle; 9% ft., Ib.; porch swing chain, $6.50 and $7.20 
14% gage, $1.45 per bundle. per doz. 


Reading matter continued on page 90 


ae EOS eee COC; GACH «...00ss0e. 
i EO 55c. each 38c. each 
- i | rs es 65c. each 40c. each 
ROM ERs sdb pbies casensaess ae 45c. each 
Bright nails, base, per keg, $2.55 

to $2.60. " 

CLOCKS (ALARM). 
Each 
DOPE con catusauy a oess os eur es $1.05 
RAIS -MUPMED @RRORRENLD 5 6:5.6:6 i015 9 00 4 0056 2.29 
ON OS ee ee 2.65 
aig en (1UMIROUB) .....5...00% 3.16 
Big Ben De Luxe (luminous)... 3.52 
ee ee 1.76 
Ben Hur (luminous)........... 2.46 
PE eats ci apoees ss eee ene 45 
CLOCKS (AUTO) 

Each 
Ee eee oer a eee a mar $1.50 
EPRICE Ss ais dis Wy 0 0k 95640 owes 2.10 


CLOTHES LINES (WIRE). 


50 ft., $2.00 per doz.; 75 ft., $3.00 per 


doz.; 100 ft., $4.00 per doz. 


CLOTHES PINS. 


Common, 28¢e. gross; spring, 75c. 

gross. 
COTTON COLLARS. 

Per Doz 

TOMSOTE GOUGTS on cies éscwacs $10.00 

Lankford Jr. collars .......... 8.50 

BAMBOO COURTE 6 cckccccvcccnses 13.00 

ce a rn 6.50 


COTTON ROPE. 
25e. to 30c. per Ib. 


DUSTERS (FEATHER). 


12 0z., $3.50 per doz.; 14 oz., 


$4.50 


per doz.; 16 oz., $5.50 per doz.; 18 


o0z., $6.00 per doz. 


FORKS. 





Per Doz. 
4 tine manure forks.......... $10.80 
5 tine manure forks.......... 12.50 
6 tine manure forks.......... 14.65 
10 S30 S660 TOTES: 0.60.0 csscce. 25.95 
ED TAU BO DOT ow os Kivcces 30.25 
FREEZERS. 

Each 
We Ae at” ee eee $3.30 
£  ., <r e 3.85 
. ©. oS ere eee 4.60 
I eG I es vc + 00.400 0's-0e 5.60 
be ee OO ere 7.10 
ea eer 9.20 
FR 4 eee ee 12.25 
i Se re 13.75 
TB GE ON RG ooo v0 00 vesnsies 19.20 

(Less discount—40 per cent.) 

1 qt. White Mountain.......... $4.85 
2 qt. White Mountain.......... 5.65 
3 qt. White Mountain.......... 6.75 
4 qt. White Mountain.......... 8.25 
6 qt. White Mountain.......... 10.45 
8 qt. White Mountain.......... 13.50 
10 qt. White Mountain.......... 18.00 
12 qt. White Mountain.......... 21.55 


Less discount—50 per cent.) 
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Do you want the women degen 
in your store next Christmas ? 


T’S a long time ahead to be thinking of 
Christmas shoppers, but it’s thinking 
ahead that gets business. If you want to pick 
out the women in your community that you’d 
like to have in your store when Christmas 
shopping is the order of the day, here’s a 
way that will get them there practically 
100%. 

Maybe you usually give out a calendar, 
or a souvenir of some sort, to your best cus- 
tomers at Christmas. If you do, this plan 
won't cost any more and it will 
pay for itself in the end. If you never have 
passed out Christmas remembrances, now’s 


You'll find it profitable. 


more than 


the time to start. 











A MEMBER OF THE KLEANBLADE FAMILY. 











JONES HAROWARE CO. 
SMITHVILLE, ARK, 





Mirth, laughter, and Christmas fuss 
Brings you a Kleanblade knife from us, 
Present this card, and the copper cent 








Should you be superstitious bent. 


A Mecep Christmas and wv Bappy 1931 


is the wish of the 


JONES HARDWARE CO. 
SMITHVILLE, ARK. 








(OVER) 

















Path Poe 





6 I 





To be presented in person by 


5 etachteneth hi aati tie, <1 kitiiiae hie hie a8 


Reverse Side of Card 














Briefly, here’s the plan: We'll make up 
Kleanblade Paring Knives with beautiful 
bakelite handles—with your name etched on 
the blades. Each knife will be packed in an 
attractive box and with each we'll supply a 
card with brand new penny inserted. Send 
these cards, bearing your name, to the women 
you want to come to the store to see your 
Christmas displays of Remington Cutlery and 
other seasonable’ items. To get the knife, 
every woman must bring the card and penny 
to your store. Then it’s up to you to get 
your share of the Christmas spending money. 

This idea will be a money maker for you. 
Ask your jobber’s salesman about it right 
away, and if he hasn’t full information write 
us. Orders must be in early. 


af PLOY ADELE, 


President 


REMINGTON ARMS COMPANY. Ine. 


The Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 








ee Se es eee eo! 
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1 at Arette or eeaiend pase aeen yo HARNESS GOODS. PLOW HANDLES. 
“ 1c COCR SS reece se Pecesesd ° Per Doz. Per Doz 
: = a creer esererenaescsces 4 1 in. bridles with cupped blinds $12.50 Pairs 
ty + Al etal data 8°60 14% in. bridles with cupped is. 3S WINE 22: waracdaaaeds $6.00 
iy =~ ila ta ala lath 11:10 EE A aE Se ee No, 1 extra 46Ge...0. uc caee 6.60 
10 — y veered wide celicaaes h te beter ge 14.80 1% in. bridles with pigeon wing No. 1 4% ft. straight........... 3.00 
12 “% Raatin eo a eee 16.65 DIINdS ......... se eeeeeeceeere 20.00 No. 1B Tt: WERIEME, ocd eds 3.25 
‘s Sng aang ig welgeae fry -bo 1% in. bridles with square 
as ae oe er CORK.) blinds less reins ............- 10.00 x ba, a 
POULTRY NETTING. 
pe } Hexagon or 
GALVANIZED BARBED WIRE. a Sees straight line Per Roll 
2 point heavy cattle, $2.50 per 80 Per Doz. 12 in.- 
rod roll; 4 point heavy cattle, $3.30 1 in. x 14 check lines.......... $36.00 18 in.— 
per 80 rod roll; 4 point heavy cattle, i in. x 16 cheek Bnes.......... 39.00 24 in.—2—20 
$3.50 per 80 rod roll. 1% in. x 16 check lines........ 45.00 36 in.— 
I 
14% in. x 18 check lines........ 51.00 48 in.— 
1% in. x 16 check lines........ 48.00 60 in.—2— 
1% in. x 18 check lines........ 5400 72. in 
GALVANIZED WARE. 1 in. single wagon lines ..- 24.00 12 in.—1—20 


No. A tubs, $4.00 per doz.; No. 0, 
$5.20 per doz.; No. 2, $7.20 per doz.; 
No. 3, $8.40 per doz. 

8 quart galvanized pails, $1.98 per 
doz.; 10 quart, $2.24 per doz.; 12 
quart, $2.46 per doz.; 14 quart, $2.76 
per doz.; 16 quart, $3.34 per doz. 

10 quart galvanized fire pails, 

round bottom, stenciled, $4.50; 12 

t., $4.75 per doz. 

5 gal. garbage cans, $6.35; 7 gal., 
$8.75; 10 gal., $9.25 per doz. 


GRINDSTONES. 
4c. per Ib. Common_ grindstone 
fixtures, $6.00 per doz.; ball bearing 
grindstone fixtures, $16.00 per doz. 


HANDLES. 


No. 1, 5 ft. Goose neck hoe handles, 
$2.00 per doz.; No. 1, 5 ft. goose neck 
hoe bandles with ferrules, $2.40 per 
doz. 

No. 1 D spade shovel and scoop 
with steel D4, $4.00 doz.; No. 1 D cot- 
ton seed fork with steel D cap strap 
and ferrule, $6.50 doz.; No. 1 D spad- 
ing fork handle with steel D cap 
strap and ferrules, $6.00 doz.; No. 1, 
4% ft., bent shovel handles, $4.00 per 
doz.; No. 1, 4% ft., bent spade han- 
dles, $3.50 per doz.; No. 1, 4% ft., 
plain manure fork handles, $2.50 per 
doz.; No. 1, 4% ft., with cap Strap 
and ferrule, $4.00 per doz.; No. 1, 
6 ft. rake handles, $3.00 per doz. 


HARDWARE CLOTH. 


Lineal 





In. Ft. Rolls Per Roll 
24 100 Use $7.25 
30 100 Sree e 9.05 
36 100 Peete 
24 100 : axe ee 
30 100 ; oe 9.85 
36 100 errr 
24 100 ree 8.60 
30 _ iene Fs. 10.75 
36 100 .. 12.80 
6x6 24 100 sa ciate 9.18 
6x6 30 100 a : 11.49 
6x6 36 100 15.06 


HOE (HANDLED). 


6 in. light cotton with 4% ft. han- 
dle, $6.50 per doz.; 6% in., light cotton 
with 4% ft. handle, $6.85 per doz.; 
7 in., light cotton with 5 ft. handle, 
$7.70 per doz.; 7% in., light cotton 
with 5 ft. handle, $8.05 per doz.; 8 in., 
light cotton with 5 ft. handle, $8.40 
per doz. 

6 in. regular cotton hoe with 4% 
ft. handle, $6.85 per doz.; 6% in., 
regular cotton hoe with 4% ft. han- 
dle, $7.25 per doz.; 7 in., regular cot- 
ton hoe with 5 ft. handle, $8.05 per 
doz.; 7% in., regular cotton hoe with 
5 ft. handle, $8.40 per doz. ; 8 in., 
regular cotton hoe with 5 ft. handle. 
$8.75 per doz. 

61% in., straight shank hoe with 4% 
ft. handle, $7.20 per doz.; 7 in., 
straight shank hoe with 5 ‘ft. han- 
dle, $8.05 per doz.; 7% in., straight 
shank hoe with 5 ft. handle, $8.40 
per doz.; 8 in., straight shank hoe 
with 5 ft. handle, $8.75 per doz.: 
7 in., black land cotton hoe with 
5 ft. ‘handle, $7.25 per doz.; 7% in., 
black land cotton hoe with 5 ft. han- 
dle, $7.50 per doz.; 8 in., black land 
cotton hoe with 5 ft. handle, $7.95 
per doz.; 9 in., black land cotton hoe 
with 5 ft. handle, $8.65 per doz.; 10 
in., black land cotton hoe with 5 ft. 
handle, $9.35 per doz. 














COMMON SAD IRONS. 


$6.50 per hundred Ib. 


LAWN GOODS. 


Garden Hose.—*, in. 6 ply 50 ft. 
sections Good Luck with connections, 
10c. ft.; % in. 6 ply 25 ft. sections, 
Good Luck with connections, 10%c. 
ft.: 5 in. 6 ply 50 ft. sections, Leader 
with connections, 8c. ft.; 5 in. 6 ply 
25 ft. sections, Leader with connec- 
tions, 8144c. ft. Nelson’s Hose Mend- 
ers, 35¢c. doz. 

Hose Sone —% in., % in., % in. 
Common, $1.25 doz.; Nelson P. C. 
Hose Couplings, Y% in., % in. and 
%4 in., $2.00 doz. 

Hose Washers.—1 lb. 
lb. 

Hose Clamps.—!4 in. galvanized 
hose clamps, 35c. doz.; % in. galvan- 
ize “ hose clamps, 40c. doz. 

awn Mowers.—No. 200, 14 in., 4 
blade ball bearing Stearns, $6.50 each; 
No. 200, 16 in., 4 blade ball bearing 
Stearns, $6.75 each; No. 200, 18 in., 
4 blade ball bearing Stearns, $7.00 
each; No. 35, 16 in., 5 blade roller 
hearing Stearns, $12.00 each; No. 35, 
18 in., 5 blade roller bearing Stearns, 
$12.50 each: No. 35, 20 in., 5 blade 
roller bearing Stearns, $13.00 each. 

Sprinklers.—Rain King 


cartons, 50c. 


Sprinklers, 
$2.35 each; Giant Rain King Sprink- 
lers, $6.67 each. 

Shears. Grass shears, $9.00 per 
doz.: 8 in. hedge shears, $1.50 each; 
9 in. hedge shears, $1.75 each. 

Doo-Klip Products.—Doo-Klip grass 
shears, $10.80 per doz.: Doo-Klip long 
handled grass shears, $18.00 per doz.; 
Doo-Klip pruners, $10.80 per doz. 


LOGGING TOOLS. 


/ Each 
% in. skidding tongs............ $4.00 
1 in. skidding tongs..... accncee Sua 
Oe See rr 3.35 


No. 1 logging dogs on grab 


OR er ee Fae $4.50 
No. 2 logging dogs on grab 
Gh ons Chae poh kenaeo-sak ee 6.00 
No. 3 logging dogs on_ grab 
DE. citihetebescbhacd Sane kesa 7.00 
Peavies with 24% x 4% hickory 
Maio ain sa eine Rb aes eb ek eek 30.00 
Cant hooks, 2%5 x 4% hickory 
DEE Osta seine kbdbheh eeabaas 24.00 


Cant hooks handles, 21446 x 414 
hickory handle , 


MATTOCKS. 
Per Doz 


5 lb. short cutter mattocks, 4 in. $8.50 
6 lb. long cutter mattocks, 41 
in. ; 9.00 


MOPS (COTTON). 
14 0z., $5.50 per doz.; 18 oz., $6.50 
per doz.; Betty Bright, self-wringing, 
$8.00 per doz. 


PICKS (RAILROAD). 


Per Doz. 


5 to . ID,. scene neincwbiwaseekaes 7 4 
: i DARL STA ha 5 heb wapotetuash wee e 

D bene Misawa dss sseeme can bene F 0 
tA. REE EEE eT . - 10.00 
SEO: coeshucubeweekerereneceers 12.50 
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RAKES. 

Per Doz. 
12 TINS DOW TASS. 2466660006500 $8.60 
IS Tine DOW TREO: 2.0.2 ccccccvses 9.00 
20 TANG DOW TAMOS oie spies csc cioe 9.50 
10 Tine malleable rakes........ 5.00 
12 Tine malleable rakes........ 5.40 
14 Tine malleable rakes........ 7.00 
16 Tine malleable rakes........ 7.50 
16 "DiNe BORE FROG. 6 isso ivcs 13.50 
Steel flexible brume rakes...... 7.65 


SINGLETREES. 


24 in. ste 


center .. 


Per Doz. 
el solid or swivel 


hessveneees sboubeunews $5.00 


26 in., steel solid or swivel 


eee eee err re re 5.06 
36 in., steel doubletrees solid or 

PURE CONE 56 cai xasssdncss ss 8.75 
32 in., steel doubletrees solid or 

SWIVEL COREG! 6 sinsicescsseen exo 8.50 


24 in. or 26 in., 


hickory single- 


trees with end hoop hooks... 4.00 


long back 
hooks ... 


26 in., hickory singletrees with 


straps with end loop 


26 in., hickory singletrees with 


full back 


SKATES. 


Chicago roller 
$ 


$2.65; No. 
No. 101, $1 


No. 5, IT 
No. 6, 1.7 fe 


WD hivcscs see00 os 6.00 


line, No. 181, 
18s L, 





183 


oat 5; No. : 
.35; No. 103 and 105, $1.40. 
[Tnion roller 


skates, $1.75: 
5; No. 4, $1.65; No. 130, 


$ 
$2.00; No. 130L, $2.15. 


Skate ke 


wheels, 10c. 


ays, 30c. per doz.; extra 
extra. 


Boys’, No. W1B, $1.15; Girls’, No. 


W1G, $1.20. 


STOVE PIPE 


29 gage 5 i 
29 gage 6 i 
29 gage 7 
29 gage 7 x 
1 piece cor 
gage 5 i 


AND ELBOWS. 
Per 100 Jts. 


ae $12.00 
| eee 12.75 
EE BENS os 9 53-0 0 oe 15.00 
6 inch pipe........ 16.00 
rrugated elbows, 30 

____ SRP re ae 1.25 


1 piece corrugated elbows, 30 


me © Gia es dese cauceias 1.35 
1 piece corrugated elbows, 30 
aie Tt FUNC iw bo etsw he ca es 1.95 


Per Doz 

Pairs 
ee eS Sm eae $ .65 
4 NS EERE 14S ss Sao rasa s hainw aos 80 
3 eee er ee 1.00 
Dah: MEOS oleleens eos’ vwesuaceue’ 230 
RAR AMRNOGN ais Khas Sabu seoeeees os 2.00 
eer ee 1.00 
Or Rr Sore tee 1.25 
i Ge 0 A ae ee eae 1.65 
hy EE de Sa ne he eee es we 3.00 
A rae cenge 4.25 
Be Re RNY oo vo.on v4 4ae eens Seales 6.75 


WASH BOARDS. 


King Wa 
Oval Oak 


sh Boards, $3.50 per doz.: 
Wash Boards, $4.50 per 


doz.; No. 66 Brass Wash Boards, $6.5? 


per doz. 


WATCHES. 


Pocket Ben 
Pocket Ben 
Dax (plain) 


Each 

ON ree $1.05 
CHMOD) 05 5.6 65-605 1.58 
oo 
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What does a banker look at closest 
when he studies your “Statement”? 





¢ OODS on hand and unsold” is the item. 

Your banker knows from sad experience 
the danger that can lurk in this inventory. If it 
is largely made up of old or slow-selling, un- 
advertised merchandise it may have to be 
sacrificed at fifty cents on the dollar to make 
it move. He isn’t anxious to lend money on 
such uncertain merchandise. 


It’s good business to keep on the right side 
of your banker, and it’s good business to stock 
only standard advertised brands like Corbin 
for you know they move. And furthermore no 
good salesman for a reputable firm—least of 
all the Corbin representative in your territory 

-is going to try to sell you anything but goods 
which he is sure you can turn over quickly at a 
good profit. Why? Because any experienced 
salesman knows his future depends on yours. 

One thing more. Remember that just as in 
builders’ hardware Corbin is a leader, so in 
every other kind of merchandise you carry— 





paint, stoves, refrigerators, hammers, saws, 
or what not—there is always some one firm 
like Corbin which through long years of making 
a good product has built up tremendous public 
good-will. Pick out the best of these well- 
known, well-liked, fast-selling brands and con- 
centrate on them. Don’t tie up your money by 
buying a little bit from every brand on the 
market. They can’t all be winners—and those 
that don’t will certainly make up most of that 
“stock on hand and unsold” of yours at the end 
of a year. , 

The real secret of fast turnover: (if it can 
really be called a secret) is to concentrate on/y 
on the fastest mover—the most popular brand 

—in every type of merchandise you carry. 
That’s what Corbin dealers are doing 


and that’s why they are making the money. 
NEW BRITAIN 


P. & F. CORBIN “Ts. CONN., U. S. A. 


The American Hardware Corp., Successor 


New York Chicago Philadelphia 





GOOD BUILDINGS DESERVE GOOD HARDWARE 





( 











ea So Se eee eo 
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E\W YORK: Increase in Sales Activity Is Disappointing 
N @ Prices Maintain A Fairly Steady Status 


NEW YoRK, March 11.—Generally speaking, Metropolitan whole- 
salers are rather disappointed in the demand prevailing at present. 
While business has shown a slight improvement since the advent of 
the recent milder weather conditions, the increase does not favorably 
compare with the corresponding period of last year. The policy of 
cautious purchasing appears to be the universal rulé among dealers 
and the sales volume of most jobbers has suffered as a consequence. 
Suburban merchants seem to have felt the effects of the business 
recession to a less marked extent than merchants located in the Man- 
hattan district. 

February construction contracts awarded in the metropolitan area 
of New York showed pronounced increases over the preceding 
month and the corresponding month of last year, according to F. W. 
Dodge Corporation. They amounted to $76,072,400, against $69,- 
220,500 for January, an increase of 10 per cent; compared with the 
February, 1929, total of $63,147,700, the increase amounted to 20 
per cent. 

Prices maintain a fairly steady status, although a few minor re- 
ductions are effective. Glass switch plates and receptacle plates are 
lower. Prices have also been substantially reduced on birch dowels. 
Lower prices on screen wire were announced last week. Rumors are 
circulating of an impending advance in nail prices. 

The credit situation is fairly satisfactory. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O0.B. NEW YORK. 


BOLTS AND NUTS. | FILES. 
Carriage bolts and lag screws, all First quality files, 50 per cent from 
sizes, 60 per cent off list. list. Competitive quality files, 60 and 
: Stove bolts, 75 and 10 per cent off 10 per cent from list. 
ist 


Machine bolts, all sizes, 60 per cent lap: 1" “i 
PF ony | GRASS AND PRUNING SHEARS. 
Step bolts, 50 per cent off list. | “Doo-Klip’ grass shears, $10.80 


per doz.; ‘‘Doo-Klip’’ Long Handled 


BUTTS. grass shears, $18.00 per doz.; ‘‘Doo- 
a Klip’’ Pruners, $10.80 per doz. Com- 
Loose Pin, Plated Steel Butts, 3 netitive grass wears, Bis in. blades, 
x 38, 19%c. per pair in less than case 25c. each. Good quality, 5% in. 
lots, 3% x 3%, 17%c. per pair in blades, grass shears, 75c. each. High 
less than case lots. Full case lots, grade grass shears, 7 in. blades, $1.00 
6c. per pair. 4 x 4, 25c. per pair in each. Competitive Pruning Shears, 
less than case lots. Full case lots, 25c. each. Other Pruning Shears, 
23%4c. per pair. 4% x 4%, 55c. per 64c., 67c., $1.05, $1.15, $1.20, $1.66, 
pair. 5 x 5, 99c. per pair. $1.83 and $2.50. 
‘RTO. 
36 in. wide, 100-ft. rolls, $30.28 
each; 36 in. wide, 50-ft. rolls, $15.19 ae des, No. 840, $5.95; No. 841, 
each; 36 in. wide, 25-ft. rolls, $7.60 $6.5 No. 842, $6.90, and No. 843, 
each. $8.15" each; No. 850, $7.50; No. 851, 
$7.80; No. 852, $8.15; No. 853, $9.70. 
- "K y Sidewalk cycles, No. 900, $9.40; No. 
CLOCKS AND WATCHES. 910, $10.65 each; No. 922, $17.50, and 
Pocket Ben Watches, plain, $1.05 No. 932, $17.50 each. 
each, luminous, $1.58; Baby Ben Coaster wagons, No. 750, $1.80 each; 
Clocks, plain, $2.29; luminous, $2.98; No. 751, $2.25, and No. 761, $3.25 
Big Ben Clocks, plain, $2.29; lumi- each. Doll carriages, No. 200, $1.60; 
nous, $2.98; Auto Clock, plain, $1.50; No. 216, $3.35; No. 222, $3.90; and No. 
luminous, $2.10; Baby Ben De Luxe 232, $6.50. oy UP te are each and net. 
Clocks, plain, $2.46; luminous, $3.16; Doll coaches, No. 262, $3.65; No. 
Big Ben De Luxe Clocks, plain, $2.46; 266, $6.25, and No. 270, $10.95. Prices 
luminous, $3.16; Sleep-Meter, plain, are each and net. 


$1.40; oe an $2.10; Tiny Tim 
Clocks, $1.50 each; Monitor Clocks, ry 

75c. each; Ben Hur Clocks, plain, LAWN MOWERS. 
$1.76; luminous, $2.46; America 
Clocks, plain, $1.05. 


8-inclt wheel, 3 blade, plain bear- 
ing, 12-inch reel, $4.50; 14-inch reel, 








$5.00; 16-inch reel, $5.25; 8-inch 

COAL HODS. wheel, 4 blade, ball ‘bearing, 12-inch 
Galvanized plain body, open type, reel, $5.50; 14-inch reel, $5.85; 16-inc 
in. on each: Si-in ae. a reel, $6.20: 9-inch wheel, 4 blade, ball 
18-in.. 46c. each. bearing, open wheel, 12-inch reel, 

ij $5.85; i snem con, $6. . - ae 3 = 

$6.50; 18-ine reel, 5; -inc 

EMERY CLOTH. wheel, 4 blade, ball bearing, 12-inch 
Per quire—24 sheets. Size 00, $1.19 reel, $6.15; 14-inch reel, $6.50; 16-inch 

per quire; size 0, $1.19 per quire; size reel, $6.85; 18-inch reel, $7.75; 10-inch 
%, $1.23 per quire; size 1, $1.30 per wheel, 5 blade, ball bearing, 15-inch 
quire; size 1%, $1.36 per quire; size reel, $12.00; 17-inch reel, $12.75; 19- 

2, $1.45 per quire; size 2%, $1.56 per inch reel, $13.25; 21-inch reel, $14.00; 
quire; size 3, $1.68 per quire; Crocus 11-inch wheel, 5 blade, roller bearing, 
cloth, $1.19. | 15-inch reel, $19.00; 17-inch reel, 


Reading matter continued on page 94 


$20.00; 19-inch reel, $21.00; 21-inch 
reel, $22.00. March 1 dating is allowed. 


LINSEED OIL. 


Linseed oil, raw, per pound: Single 
barrels, 14.8¢.; 5 barrels or more, 
14.4c.; carload lots, 14c.; tank cars, 
13.2c. Prices apply to the Metro- 
politan area-and include truck de- 
livery of small lots to store door 
within prescribed limits. Tank car 
prices include delivery within a stip- 
ulated zone. Boiled linseed oil is 
quoted at 4c. per pound additional. 


NAILS. 


Wire nails, Standard New York 
Stock extras apply to the following 
base prices in the localities indicated. 
3ase price for New York City, 
Brooklyn, Queens, Westchester, and 
New Jersey is $3.35 per keg; in Nas- 
sau and Suffolk counties, $3.50 per 
keg. Cut nails, less than 10 kegs, 
$3.90; over 10 kegs, $3.65 per keg. 


ROLLER SKATES. 


Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with _ self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.52 per pair. 

Roller skates accessories: Keys, 
2%4c. each; skate wheels, with self- 
contained bail bearings, 19c. each; 
ball bearings, 15c. per 400; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding 
bolts, 65c. per 100, and toe clamps, 
12c. per pair. 

Chieftain line, No. 400, for either 
boys or. girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 84c. per pair. 

Chicago line, No. 181, $2.65; No. 
183, ‘$2.75; No. 185, $2.75; No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 
pair, 


SASH CORD. 


Sash cord, Samson Spot, No. 7, 
61e.; No. 8, 60c.; Aetna, No. 7, 30c. 
per lb.; No. 8, 29c. per Ilb.; Phoenix, 
No. 7, 43c. per lb.; No. 8, 42c. per Ib. 

Sachem, No. 8, 33c. per lb.; No. 9, 
33ec. per Ib. 


SANDPAPER, BOXED. 


Size 00, 100 sheets, 83c. per box; 
size 0, 100 sheets, 83c. per box; size 
14, 100 sheets, 89c. per box; size 1, 
75 sheets, 74c. per box; size 1%4, 50 
sheets, 56c. per box; size 2, 50 sheets, 
65c. per box; size 214, 50 sheets, Tlc. 
per box; size 8, 25 sheets, 41c. per 
box. 

Utility packages of sandpaper, 64c. 
each. Full cartons of 72 packages 
are subject to an additional per 
cent discount. 


SCREWS. 


Wood screws, flat head, bright 
iron, 45 and 10; round head, blue, 40 
and 10; round head, iron, nickel 
plated, 25 and 10; flat head, galvan- 
ized, 17% and 10; flat head, brass, 
37% and 10; round head, brass, 32% 
and 10. These discounts apply to 
new standard screw lists. Full pack- 
age lots take an extra 5 per cent. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 

Iron, 60-7% per cent discount. 


TIRES AND TUBES. 


Mansfield tires, 4 ply, oe type, 
29 x 4.40, $7.40; tubes, $1.5 30 
4.50, $8.25; tubes, $1.60; 29. 2% 4.75, 
$9.55; tubes, $1.70; 29 x 5.00, $9.90; 
tubes, $1.75; 30 x 5.00, $10.20; tubes, 
$1.80; 31 x 5.00, $10.65; tubes, $1.85; 
32 x 5.00, $11.75; tubes, * ‘e 28 x 
5.25, $11.10; tubes, $1.85; x §.25, 
$11.90; tubes, $2.05; 31 os. $12.25: 
subes, $2.05; 29 x 5.50, $12. 65; tubes. 

.25. 
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N o Introduction Needed 


Every one knows 
++. appreciates ... wants Stainless 
Steel Cutlery ... rust proof, tarnish 
proof, corrosion proof ... It never 
needs polishing and thereis no plating 
to wear or peel off. 

@ The enduring beauty of a Stainless 
Steel blade rivals that of newly pol- 
ished silver ... The brilliant lustre 
lasts forever . . . Stainless Steel is 
many times tougher than ordinary 
steel and withstands rough usage. 
@ The best known and finest makes 
of cutlery are obtainable in ‘‘Stain- 





« Genuine Stainless Steel is manufactured only under the patents of the 


AMERICAN STAINLESS STEEL CO. 





less”? in a variety of styles and prices 
.- It is always easy to sell because 
it has an exclusive sales feature... 
PERMANENCE ... ‘‘Stainless”’ needs 
no introduction. 
Cutlery... Scissors ».. Razor Blades... 
Hammers ... Squares ... Rules ... Tapes 
..- Golf Clubs... Builders’ Hardware... 
Kitchen Tools ... Screws ... Nails 
.. Skates... Bolts and Nuts ...are 
ideal when made of Stainless. Steel. 
@ ‘*‘Stainless”’ is available in a wide 
range of physical properties... 150 to 
600 Brinell and 60,000 to 250,000 pounds 
per square inch tensile strength. 


STAINLESS STEEL 


“ 


COMMONWEALTH BUILDING 


Pittsburgh { STAINLESS | Penna. 








— ey ==" sea coe | 


eee 
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Same, 6 ply, 31 x 5.25, $14.70: tubes, $13.60; No. a $14.40; No. 17, $16.40; 28 x 37 6.05 6.30 
$2. a a x eat $16.05; er $2.35; | No. 18, $16 beh y+ 6.85 
30 x 6.00, $16.15; tubes, $2.25; 31 x a 0x 4 6.30 
6.00, $16.65: tubes, $2.30: °32 x 6.00. Wood Frame Extension Screens 30 x 37 6.65 6.95 
$16.96; tubes, $2.40; 33 x ‘6.00, $17.55: Galvanized Wire 30 x 45 7.50 7.80 
tubes,’ $2.55. i Per Dozen 30 x 60 9.05 9.60 

Tire display racks, $10.00 each. Size 12 Mesh 1¢ Mosh 
Prices in all instances are each. Rt ward “es WIRE CLOTH. 

‘ YAY | 15 x 33 3.75 3.85 First quality, black, 12 mesh, $1.65; 
WINDOW SC REENS. | 18 x 24 3.80 3.90 first quality, ‘galvanized, 14’ mesh, 

Diamond E, galvanized, 14 mesh | 18 x 33 4.15 4.30 $2.10; competitive quality, galvan- 
wire, No. 01, $3.20; No. 1, $6.40; No. 18 x 37 4.55 4.70 ized, 14 mesh, $2.05; first quality, 
3, $8.40; No. 4, $9.60; No. 6, $10.40; | 18 x 45 5.10 5.30 bronze, 14 mesh, $5.60; competitive 
No. 7, $12.40; No. 8, $12.40. All prices 24 x 33 4.85 5.05 quality, bronze, i4 mesh, $5.50; first 
are net per doz. | 24x 37 5.10 5.40 quality, copper, 14 mesh, $5.15. 

Diamond E, bronze, 16 mesh wire, | 24x 41 5.75 6.05 Prices are quoted for 100 sq. ft., 
No. 11, $10.40; No. 13, $12.40; No. 14, 28 x 33 5.70 6.00 f.o.b. dealer’s store. 





B O ST O _ Trade Shows Slight Improvement. 
s Recent Price Revisions Are Unimportant. 


(Boston office of HARDWARE AGE) 
BosToN, March 11.—Local jobbers report an improvement in re- | 
tail buying. ‘The improvement is slight, however, for most of the | 
trade are fairly well stocked with goods required immediately, and 
therefore confine purchases to a comparatively few items and to 


small amounts of each item. The trade is not strong for futures. 


Pen-Pencil Sets.—Tiger Eye, la- 
dies’, No. 4472R, $4.67 a set, net; 
men’s, No. 44838C, $5, No. 4494C, $6. 
Pearlcraft, No. 2182C, $5.33. Other 
sets from $6 to $10 each list. Discount 
6344 per cent. 

Desk Sets.—DeLuxe line, $7.50 to 
$12 each, list. Discount 33% per 
cent. 

Ink.—Moore's, 2 oz. bottles, blue 


black, $1.20 a doz, net. 


Fach year it seems as though retail buying of futures grows less in LANTERNS. 





volume, the trade realizing that jobbers can fill orders at the last 
minute. A change is expected in the cost of fencing, but at the 
moment no definite information is available. Changes have been 
made here and there in the Stanley line of levels to conform with 


lists issued by the makers some time ago. Changes are unim- 
portant. New lists and discounts have been issued on the Ames 


Lanterns. — Electric lighting, 
ThreeG line, copper, ceiling, stained, 
No, 75, $2.90 each net; verde green, 
No, 893,  f 15. Broached, stained, No. 
46, $3. 1b; verde green, No, 566, $3.70; 
No, 226, $4. Colonial, No, 646, $4.26. 
Swedish iron, No. 1296, $5.50. Marine 
type, with chain, No. 655, $5.35, 
Hanging English, brass, with candle, 
No. 114CB, $7.75. 


line of scoops. Jobbers also have revised prices on roofing material | ; yycH KITS. 


to conform with manufacturers’ changes made some time ago. In 
most cases the changes are upward. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 



















Lunch Kits.—Thermos, No. 324, 
$1.88 each net; No. 336-238, brown bot- 
tle, heavy kit, $1.05; school, No. 124, 
$1.50. Columbia, No. 12011, $1.10. 
Universal, No. 310, $22 a doz. net; 
No. 420, $24; No. 295, $23.60. 

Lunch Boxes.—Camera, $3 a doz. 
net; Handy-Andy, $6; Gilman, $2.75; 


AUTOMOBILE ACCESSORIES. Lose ed Gomis. Rogers popeench folding, $4. 
PaaS azen Cuyler anc ravis Jackson % hon 

saree pre: oe age eg A gn her, 35.60 $18 per doz. net; Junior, $7.20; Junior PRUNING SAWS. 
each, list; rx 4, $940: 32° "4,310.10 Slugger, $5.40; Bin-go_ No. 20, $12; | Disst No 

pass ee Oe & ese burnt oil finish, $10.80; King of Field, } Pruning Saws.—Disston, 1 
Discount 12%, and 10 per cent. j $7.20; Champion, $4; Junior League | 16 in., $9.70 per doz. net, 18 in., $10. 35. 
Tires.—Mansfield line heavy duty $3: Crack-a-jack. $2.” | 20 in., $11. No. 7, 16 in., $14. 25, 18 
cord, clincher, 30 x +, each, ONitte:— Catchers’. Zeach line, No. in., $15.20, 20 in., $16.50. No. 3, 16 
~- on ak 431 Fy Aa A > ae b+ 65X, 75c. each, net; No. 75, $1; No. in., $11.90, 18 ee ee 35° hang 
so & aig. $17.96: 38 x 4% Si8. 3 100, $1.40; No. 150, horsehide, $2; en” be ek tee ale ee 
41 x her x ; 4 9 5 50. x | No. 200, horsehide, $2.75; Stahl & $18.35. No. 11, 18 in., $14.30. No. ' 
eg wd J iscount | Dean line, horsehide, No. 7509, $2.38; $17.75. 

c+ & > e re 2 OF. NT 7rO4. @r or pate 

Tires.—Mansfield line, truck, 8-ply No. 7583, $3.85; No. 1534; $0.35. First | ROOFING MATERIAL. 
co 32 23.7 ist: 3 3 aan pe ‘ Spiaasast HI yas id " 
ee $24 x 4% a2 $23.70 each, “4 33 x 7621, 67c. each net; No. 7620, $1.10; Roofing Paper. — Rolled, smooth 
$43 70): 35 x Ms $34 50: ie "39 ‘3 te No. 7619, $1.33; horsehide, No. 7616, surface, heavy, 55 Ib., $1.79 a roll, 
$47.15: 36 x : $5 1.80; 38 DIY, "$72.60: $3; No. 7612, $3.67; No. 0963, $4.17; net; extra heavy, 65 Ib., $2.03; Apex, 
12-1 sly. 36 x 8, $94. 85 10 bs 3 $101.80. No. 7622, $5.08. medium, $1.34; Battle Axe, light, 93c., 
Se dole 80 oer sandy Pe oe sisi te Gloves.—Fielders’, Reach line, No. medium, $1.15, heavy, $1.36. Mineral 

Tir I ss 24, 50c. each, net; No. 4G, 70c.; No. surface, red and green, $2.03; balmar 

es.—Mansfield line, balloon, 4.40- 56, $1; No. 10W, $1.40; No. '10G, $1.75: green, $1.87 
ae-i5 tl Rae Ghee see | SO. BL, G28: Mo. 8 Building | Paper.—Sheathing, Red 
$13.25: 5 as ese 10° hes avy ‘Qnty, $2.65; No. 0OW, $3.35; Stahl & Dean Star, No. 25, $1 a roll net; Continen- 
6-ply, $4.40-21,, $11.50; , $16.39; line, No. 8043, '$3.35; No. EX, $4.35; tal, black, 500 ft. to roll, $2.08 a roll, 
5.50-20, $17.85: : eer 7.30-20 No. 8049, i. 50; No. 8055, $4.85; No. 250 ft. to roll, $1.05. Red rosin, 20 
$34 50... Di ce 91 1 1 ag . ECA, $5.70 and 25 lb. rolls, $56.50 a ton. 
$34.50. iscount 12% and 10 per cent. Shingles —Hexagon three-tab, fac- 
PR nga — Mansfield 21 aT Fag | BOTTLES. tory shipments, one to 11 cars, 20 per 
list, $5.25-21, $25.45; 650-18, $3375. | Bottles.—Steel shell, with folding cent off list; 12 to 19 cars, 20 and 9 
6.50-20, $34.50; 6.50-21, $36.15. Dis- handle, nested drinking cups, No. 521, ae 20 to 49 cars, 20 and 11 per 
ce . 


count 30 and 10 per cent. $12 a doz., net; No. 522, $20; No. 571, 


Roof Coating.—No tar-in., black, 


Tiree Chains.—30 x 31 4.50 a pair, $16; No. 572, $24. Brass shell, folding | . —— 
list; 31 x 4, $5.50; 32 x a. A 5.50; 33 x handle, nested cups, No. 5191, $18; No. i containers, ee get oS. 
4, $5.75; 32 x 4%, $6.25; 38 x 4%, | 5192, $28: No. 591, $20; No. '592, $30; | © one-gal. containers, $1.20 each list; 
$6.50; 34 x 414, $6.7 75; 33 x 5, $7.50: | No. 581, $22; No. 582, $32. Half pints, gal. containers, 80c. pool - d gd 
34 x 5, $7.50; 35'x 5, $8. Balloon, 27 x for schoot Rite, Mo. 70, steel, $12. |  Souteiners, The, per gat mae cae 
4.40, $4.50; 29 x 4:40, $5; 31 x 4.40, Columbia, pint, $9; quart, $17.50. gal. containers, $2 eac ' Fa nor 
$5.50; 28 x’ 4.75, $5.25; 29 x 4.75, $5.50; Assortments, utility pint, $7; utility containers, $1.85 per gal. Discount, 
30 x 4.75, $6; 29 x 4.95, $5.50; 30 x 4.95, quart, $11. Universal, No. 1975, six 40 per cent. 
$6; 31 x 4.95, $6.25; 32 x 4.95, $6.25; pints and six quarts, with free goods, 

33 x 4.95, $6. 50: 34 x 4.95, $6.75; 28 x $19.75 net; No. 420, pints, 3 blue and SHEARS. 
oat $6.79; 29 BD a $6.75; 30 x 5.25, 3 red, $4.20. Grass.—Standard makes, No. 150 
75; 31 x 5.25 yne to nine pair; | Y y : 
discount 30 per cent; 10 to 49 pair in | FENCING. 3 50: = O267E $6.50: a at Pg sun: 
one shipment, 35 per cent discount; Fencing.—Lawn, style F, 36 in., No. 1105, $11.75; No. 400, $12. Good- 
50 pair in one shipment, 40 per cent $3.63 a rod, list, 42 in., $3.96; 48 in., win, No. 10, $13.65. Doo- Klip, short 
discount. gee rig ry extra, hog in. $2.64, handle, $10.80, long handle, $18.’ Hylo, 

2 in., $2.97, in., $3.38. iscount $14. 

BASEBALL GOODS. 50 per cent. ° Sheep.—Standard makes, No. 057E, 








Bats.—Lloyd Waner, Jim Bottomly, 
Babe Ruth special, Rogers Hornsby PENS AND PENCILS. 
special, Babe Ruth, Tyrus Cobb, | Pens.—Standard makes, $3 to $7.50 


George Sisler, Harry Heilmann, Paul | each, list. Discount 33% per cent. | 


Reading matter continued on page 96 


5% in., $8. = a doz. net; No. 0555, 
51% in., $7.7 

Pruning. ~“Standard makes, No. 06, 
$4 a doz. net; No. 10, $5; No. 23, $6; 











HARDWARE AGE for MARCH 13, 1930 95 





The photograph at the right 
was made during extensivetests 
under practical farm conditions 
under the direct supervision 
of Johnson & Johnson labora- 
tory specialists. It shows how 
quickly milk flows through the 
Rapid-Flo Filter Disk 








The Fastest Efficient Milk Filter Disk 


RAPID-FLO—by JOHNSON & JOHNSON 


FREE CABINETS FOR 
RAPID-FLO FILTER DISKS 


Being Advertised 
to your Customers 


This handsome, convenient, 
steel disk storage cabinet is a 
feature of the introduction of 
Rapid-Flo disks to the dairy in- 
dustry. Advertisements are tell- 
ing dairymen they can obtain 
one of these cabinets Free with 
each purchase of 600 Rapid-Flo 
Disks from their dealer. For 
every 600 disks you order from 
us to meet the demands created 
by this introductory offer, we 
will ship you Free one of these 
cabinets. The supply is limited. 
Write today for fullinformation. 





Your customers will be inquiring soon for the new Rapid-Flo 
Filter Disks and the Free Steel Cabinet, now being advertised 
to them in an intensive Spring campaign in leading dairy 
papers. The time needed to filter milk thoroughly has been 
practically cut in half with the development of this new disk. 

Rapid-Flo enables dairymen to finish work on time, yet 
to filter every can of milk efficiently. It is a quality product 
of quick turnover and good profit possibilities that you will 
want to stock at once. Mail coupon below for free samples 


Gohmon ohm xn 


and full information. 


¥? 


FILTER DISKS 


DAIRY FILTER PRODUCTS DIVISION 








NEW BRUNSWICK 


NEW JERSEY 


MAIL COUPON FOR FREE SAMPLES AND FULL INFORMATION 





New England Dairyman Pennsylvania Farmer 
California Cultivator 


Fl led allel el el lel el el cl eel el ol elo cell olan eel ce gee eeeenienienienienieieienieienied 4 
. . 1 1 
A Special Spri ng | Dairy Filter Products Division, ; 
I e r ‘J : 

° ° ° ° Johnson & Johnsgn, New Brunswick, N. J. 
Campaign in these Publications! ; é 
: Without obligation, please send us Free Samples of the Rapid-Flo Filter Disk and ; 
The new Rapid-Flo Disk and the Free Cabinet offer are l full particulars of the Free Filter Disk Cabinet Offer you are making for distribu- 1 
being advertised regularly for the next three months in i tion through retail dealers, as advertised in Hardware Age. 1 
‘ : : . L i 
these leading dairy and farm publications: r i 
; : ; ‘ ss ‘oe 1 
American Agriculturist Dairymen’s League News ; Name 1 
Wisconsin Agriculturist Hoard’s Dairyman 1 H. A. 1 ; 
- Address l 
1 ’ 





ee sa a eo 
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No. 30, $7.50; No. 65, $7.50; No. 25, $1.40; No. 6, $1.45; No. 10, $1.10: 
8 in., '$8; No. 102, $8; No. 40, ie. Chicago line, No. 181, boys’, $2.65; 
No. 240, $18; No. 290, $22. Doo- No. 181, girls’, $2. 75. Other makes, 
Klip, $10.80. French wheel, 8 in., No. 103, 80c.; No. 1005, $1.30; No. 105, 
$20; 9 in., $23. $1. Winchester line, boys’, $1.50 a 

Pruning.—Long handled, No. 5404, pair net; girls’, $1.58: rink, No, 3731, 
9 in., $10.80 a doz. net; No. 2506, 20 $3.10; No. 3732, $3.18. 


in., $14; No. 5403, 22 in., $24; ‘No. 


5402, 24 in., $27. Standard tree, No. 
12, $19.50 a doz. net; No. 14, $21.50. TENNIS BALLS. 


Telephone, No. 1, $13. Tennis Balls.—Penn, white, $4.25 

Hedge.—No. 60, 6 in., 68c. a pair a doz. net; red, $4.50. Wright & Dit- 
net; No. 80, 8 in., $1. 10; No. 300, 6 son, Championship, No. C, $4 a doz. 
in., 75c.; No. 301, 9 in., $1.25; No. net; Viscoe covered, red, $4.30. 


100, 6 in., $1.20; No 4 ‘ $1.35; 
No. 100, 9 in., .60; No. L, 2 iR., 
$1.75; No. 46, 6 in., $6 a pair. WASH TUBS. 

Wash Tubs. — Galvanized, Reeves 





SKATES. line, No. A, 36 Ib. to doz., $4.25 a 
Skates.—Roller, Union line, No. 2, doz. net; No. 0, 50 Ib. to doz., $5.60; 
70c. per pair net; No. 3, 75c.; No. 5, No. 1, 71 Ib. to doz., $7; No. 2, 80 lb. 





to doz., $7.75; No. 3, 94 lb. to doz., 
$9. Standard makes, No. 200, $15 a 
doz. net; No. 300, $16.80. 


WATCHES. 


Watches.—Ingersoll line plain dials, 
$1.02 each net; Eclipse, $1.67; Junior, 
$2.17; Midget, $2.17; Wrist, 8; 
with radiolite dials, Yankee, $1.50; 
Two in One, $1.67: Eclipse, $2.17: 
Midget, $2.50; Wrist, $2.67; Water- 
bury Chromium, plain dial, $3.83 each 
net; radiolite dial, $4. New Haven 
line. Tip Top, plain, $1 each net; 
radium, $1.48. 

Wrist Watches.—Ingersoll, plain, 
metal dial, $2.33 each net; Radiolite, 
$2.67; Mite, $3.67; New Haven, plain 
dial, $2.29; radium, $2.62. 





C] N C] N N ATI: Trade Takes Decided Upward Trend, 
Prices Are Firm and Little Changed 


(Cincinnati office of HARDWARE AGE) 

CINCINNATI, March 11.—With the advent of warmer weather, the 
interest in spring and summer seasonal hardware merchandise has 
taken a decided upward trend. Accordingly local hardware jobbers 
report that sales volume for spring and summer articles is increas- 
ing and dealers are requesting shipments upon this type of goods 
as soon as possible. On the other hand, staple merchandise, while 
still moving in fair volume, is not accounting for a substantially 
large amount of the current business. 

District hardware jobbers report that with the closing of books in 
February, a decided increase in business both over the preceding 
month and the corresponding month last year was noticeable. In 
fact, the February showing has added much optimism to the district 
market and hardware jobbers are anticipating a steady increase in 
business this year. This continued firmness of the market is espe- 
cially noticeable in the strength of quotations, only one change hav- 
ing been made in the past week and that being in inside sets on the 
builder’s hardware list. 

While collections are still fairly good, the credit situation could 
be more satisfactory. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CINCINNATI. 


AUTOMOBILE ACCESSORIES. $4.68 a doz.; 16 oz., list, $1.00, $7.80 
a doz.; 1 quart, list, $1.50, $11.70 a 
Balloon Cord Casings doz. 


High Medium Low 
Grade Grade Grade BOLTS AND NUTS. 





ho ee $9.42 $6.15 $4.94 
30x4.50 ...... 10.06 6.88 5.50 Cut thread carriage and machine 
29x5.00 voce Sn 8.23 6.96 bolts, 60 per cent off list; rolled 
30x5.00 ...... 11.41 8.49 7.18 thread carriage and machine bolts, 
i 4 ee 13.36 10.21 8.60 60 and 10 per cent off list; stove 
S2x6.00 ...2 15.42 11.93 10.36 bolts, 20 per cent off list; square, 
33x6.00 ...... 15.96 12.31 10.70 hexagon and tap nuts, 60 per cent off 

High Pressure Cords list. 
eee $3.89 ; 

$5. 20 4.15 BUILDERS HARDWARE. 

oeeee eee ‘a ‘ 

(anseeuy $11.82 oss 7.93 Sash Weights.—Sash weights, $2.00 
cole se 12.95 11.22 per 100. aa 
Balloon’ ‘Inner Tubes Inside Sets.—Square bevel inside 
Se IT Rey $1.30 $1.12 sets in case lots, $4.10 per doz. 

eee nen tatttace Gina 1.38 1.19 Butts.—3% in. old copper and dull 
eee ee Aa 1.49 1.30 brass butts, 15c. per pair in case 
Tite hg Soe 1.52 1.34 lots; sand blast, brass finished butts, 
Se eae 1.75 1.56 18c. per pair in case lots. 
eee hea eewe 2.05 1.82 ae 
eee 2.16 1.93 CHAMOIS SKINS. 
diss High Pressure Tubes 13 x 16, 38. each: 14 x 18, d7c. 
<i a. 0 29 each; 15 x 20, 70c. each; 17 x 23, 88c. 
Or ie each} 16 x 24, $1.10 each. 
SRE aac acek nena ae 1.38 1.19 ” 
_~ Steen ti 26 | GALVANIZED SPRINKLERS. 
BORE bso oscisns thweus 1.52 1.30 4 quart, $5.25 a doz.; 6 quart, $5.75 
a doz.; 8 quart, $6.50 a doz.; 10 quart, 
All prices on tires and tubes are $7.85 a doz.; 12 quart, $8.80 a doz.; 
subject to 5 per cent allowance. 16 quart, $10.75 a doz. 
Polishing Cloths.—Lastic, $3.60 a ’ 
“7. ant CU. % pint, Bet, te GARDEN TOOLS. 
olish.—I. C 4 pint, list, iy -_— 
$3.00 a doz.; 1 pint, list, 55c., $4.70 a pony oe ote a olished, 99.25 
gE é ist, 90c., 7.80 a doz. a doz.; blac a doz. 
oon, St quart. oe : Hoes.—First grade, socket 6% in., 





Tip Top Satin Finish, 8 oz., list, 60c., 





$9.84 a doz.; cotton, $7.68 a doz.; 
planter, $8.28 a doz.; Cronks, weed- 
ing, No. 1, $4.20 a doz.; Cronks, 
weeding, No. 4, $4.50 a doz. 

Rakes.—First quality, 14 tooth, 
= a doz.; Competition grade, $5.25 
a adoz, 

Spading Forks.—First quality, reg- 
ular, $15.84 a doz.; Extra Heavy, 
$21.12 a doz.; Competition, $10.80 a 
doz. 


GRASS CATCHERS. 


Galvanized bottom, medium, $7.20 
a doz.; large $8.00 a doz. 


GRASS SHEARS AND PRUNERS. 


Doo Klip shears, $10.80 per dozen: 
Doo Klip long handled shears, $18.00 
per dozen; Doo Klip pruners, $10.80 
per doz. 


HOSE. 


Double braid, 500 ft. reels, with- 
9p couplings, 4 in., $6.50 per 100 
5 in., $7 - per 100 ft.; % in., 

se. 00 per 100 f . 


HOSE REELS. 


Victor, $1.10 each; No. 10, $3.10 
each, 


LAWN SPRINKLERS. 
Fountain, $6.50 a doz.; 4% Fountain, 
$5.50 a doz.; Rain King, $28.00 a doz.; 

Majestic, $40.00 a doz. 


LAWN MOWERS. 


Low grade, 12-in., $4.60 each; 14- 
in., $4.75 each; 16-in., $5.00 each. 

Plain Ball Bearing, "medium, 14-in., 
$6.50 each; 16-in., $6.85 each; 18-in., 
$7.20 each. 

High wheel, five-blade, 14-in., $11.00 
each; 16-in., $11.50 each; 18-in., $12.00 
each; 20-in., $12.75 each. 


LAWN ROLLERS. 


No. 2, $7.90; ry i $9.50; No. 5, 
$11.75; No. Se $13.5 


MOPS. 
3etty Bright self-wringing mop, 
No. 10, $8 per doz.; Betty Bright 
self-wringing mop head, No. 20, $4 
per doz. 


NAILS. 


Common wire nails, $2,85 per keg. 


PAINT SUPPLIES. 


Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
$1.08 per gal.; turpentine, in 2 bar- 
rel lots, 68c. per gal.; white and red 
lead in 500 lb. kegs, 14%c. per lb., 
less 10 per cent. 


SCREWS. 


Flat head bright screws, 50, 10, and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list: 
bright wire goods, 85, 20 and 5 oif 
list. 


Reading matter continued on page 98 
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$2,325.00 
In Cash Prizes 


For Retail Hardware Merchants 


\ ' 7 E havea proposition for you that will increase your 
sale of steel goods and other farm and garden sup- 
plies this spring. | 


This proposition will cost you nothing and it gives you 
a chance at substantial cash prizes. 


It is not “something new” or hard to carry out but is 
designed to fit into the plans that you have already made 
or undoubtedly will make for Spring Selling. Further- 
more, it gives every man an equal chance, whether his 
business is in the city or in the smallest town. 


We want every man who is interested in “pepping up” 
his sales to know all about this plan and get in on the 
ground floor. If you will write us or send in the coupon 
below, we will gladly tell you all about it BY RETURN 


MAIL. ' 


The American Fork & Hoe Company 


1940 KEITH BLDG., CLEVELAND, OHIO 
Makers of Farm and Garden Tools for Over 100 Years 


RUE 
TEMPER 


FARM and GARDEN 


loOLs 














Sign and Mail Today 


The American Fork & Hoe Company, 

Cleveland, Ohio. 

Send us your Cash Prize Proposition and Plan for sell- 
ing more steel goods and supplies this spring, which you 
say will cost us nothing. 
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Latch 
No. 03510 


Approved by 
Underwriter’s Laboratories 


Made of 
CAST BRONZE 


HIS lock provides genuine protection against 
forcible entry. 


The construction of the case and strike prevents 
successful attack on the bolt with a saw or file. 


The cylinder is screwed into a bronze sleeve 
and anchored in position by two hard steel locking 
pins, which, with the reinforced cylinder ring, 
will resist attempts to forcibly turn or twist it. 


This is a lock that should be in every up-to-date 
dealer’s stock. 


Write us or your jobber 
a -@—_—_- 


The Eagle Quality Line 


Night Latches 
Cabinet Locks 
Wood Screws 


cate {Box co 


26 Warren Street-- New York 


Bronch Offices: 
521 Commerce St. _177-(79N.FronklinSt 114 Bedford St 
Philodelpnia, Pa. Chicogo, Ill. Boston, Mass 
Works ot Terryville, Conn. 


Front Door Sets Padlocks 
Store Door Sets Trunk Locks 
Stove Bolts 











Toy Facts You Should Know 


(Continued from page 67) 


Commenting on the Ross Children’s Day window dis- 
play, shown on these pages, Mrs. Merrill says: 

“This display attracted so much attention that we 
could not keep the window glass clean. When I was 
putting in the toys a little boy came in and asked, ‘What 
day is this?’ I guess he thought that Christmas had 
sneaked up on him. And, best of all, our sales were so 
much increased that we left this display in for over two 
weeks.” 


Coming Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT 
CoNVENTION, Buccaneer and Galvez Hotels, Galveston, 
Tex., April 7, 8, 9, 10, 11, 1930. Charles F. Rockwell, 
sec.-treas., 342 Madison Ave., New York. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Marion Hotel, Little Rock, May, 1930. Exact 
date to be decided later. L. P. Biggs, sec., 815 South- 
ern Trust Bldg., Little Rock. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Myrtle Beach, S. €., June-10, 11, 12, 1930. Arthur 
R. Craig, sec.-treas., 804-6 Commercial Bank Bldg., 
Charlotte, N. C. 

LouIsIANA RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Hotel Roosevelt, New Or- 
leans, June 9, 10, 11, 1930. Guy Nason, sec., Starkville, 
Miss. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Feb. 17, 18, 19, 20, 1931; place of meeting to 
be announced later. Charles H. Casey, manager-treas., 
Nicollet at 24th Street, Minneapolis. 

MisstssiPpP1 RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, White House, Biloxi, June 
16, 17, 18, 1930. Guy Nason, sec., Starkville. 

NATIONAL RETAIL HarpDWARE- ASSOCIATION Con- 
GRESS, St. Louis, Mo., June 24-28, 1930. Herbert P. 
Sheets, managing director, 130 E. Washington St., 
Indianapolis, Ind. Hotel Headquarters, Coronado Hotel. 

New EnGLtanp Retart HARDWARE DEALERS Asso- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
18, 19, 20, 1931. Convention at Paul Revere Hall. 
Exhibition at Mechanics Building. George A. Fiel, sec- 
retary, 80 Federal St., Boston, Mass. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, April 8-10, 1930. Place to be an- 
nounced later. C. L. Thompson, sec., Canyon, Tex. 

SoUTHERN HARDWARE JoBBERS’ ASSOCIATION AND 
AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
Joint CoNvENTION, Buccaneer and Galvez Hotels, Gal- 
veston, Tex., April 7, 8, 9, 10, 1930. Sidney St. J. 
Eshleman, sec., 704 New Orleans Bank Bldg., New 
Orleans, La. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, comprising the State asso- 
ciations of Alabama, Florida, Georgia and Tennessee, 
Atlanta, Ga., May 13, 14, 15, 1930. Walter Harlan, 
sec., 701 Grand Theater Bldg., Atlanta. 
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A Modern Retail Store 


(Continued from page 73) 


be touched and handled as far as possible by customers. 
They are kept clean and attractive at all times. Different 
color combinations are used each month to break up 
the monotony and keep the store bright and attractive. 

The Bunting Hardware Company started in 1914 to 
concentrate on standard advertised lines, eliminating all 
duplicate manufacturers and duplicate lines. In starting 
this program they adopted the stock book used by Mont- 
gomery Ward at that time and simplified it in such a way 
as to give them absolute control on their purchases. 
They cut their stock from 40,000 items to approximately 
11,000 and intend to reduce this number. This in turn 
cut the expense of operation, as it enabled one buyer to 
do the work of three. 


\ HEN asked about advertising, Mr. Shaeffer 
answered : “We use special items for the kids, such as an 
airplane to be given away with a dollar purchase; a 
squawker and a blown-up balloon to be given away at 
special periods. We carry a complete line of toys which 
are interesting to the kiddies. We have special paint 
demonstrations where we give a can of paint away with a 
paint brush and at the same time give instructions to the 
women. We have an “ad” Monday morning and Friday 
morning for the women and an “ad” Friday afternoon 
for the men. We carry our name in the paper every day, 
morning and evening. We have as many special events 
as we feel will tie up with our line and make us a profit, 
such as bathing beauties in the front window with the 
scenery of Atlantic City, boardwalk and ocean in the 
rear painted in such a way as to make the sand on the 
floor look as though it were a part of the beach. We 
have drawings, give away prizes, etc.” 

The branch stores operate as a separate unit, and at 
the same time are considered departments of the main 
store. They have a complete tie-up with their advertis- 
ing and with every special program that is pulled off. 
Whatever is advertised on special sale at the main store 
is also on sale at the branch stores. Likewise, every 
demonstration carried on at the branch stores is carried 
on at the main store. All the stores work in unison with 
each other. 

Mr. Shaeffer drove me out to visit their store at 4624 
Troost Avenue. The first person I met was Mr. John 
W. Sellen, who has been connected with their organiza- 
tion for about nine years. I next met Mr. George H. 
Bunting, Jr., who has been with the organization approx- 
imately one year. Before that he was on the road for 
a year and a half for the Bunting publications, after 
having attended Kansas University. The saleslady was 
Miss Higbee, who has been connected with the organi- 
zation a year and a half and has charge of the house- 
hold department at the Troost store. Each person in 
the branch store has charge of a certain department. 
For example, the manager, Mr. Sellen, has charge of 
the hardware department and sees that the others func- 
tion properly. George Bunting has charge of the cutlery 
and sporting goods departments, and is assistant man- 
ager. Miss Higbee has charge of the household de- 























J Wherever Wrought 
Strap and Tee Hinges 
or Hasps are required, 
these GRIFFIN products 
offer the utmost... in 
sturdy, practical qual- 
ity and service. 





Manufacturing Co 
ERIE, PENNSYLVANIA 


yanch Offices, 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 
Boston, 76 Batterymarch 
San Francisco, 703 Market St. 
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Cheney and 
Royal grind- 
ers have been 
large sellers 
because of 
the careful 
manufac- 
ture and the 
attractiveness 
of their de- 
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Royal 4-B 


Look over 
all other 
grinders, 
compare 
them — the 
Cheney 
stands out for 
its fine finish, 
its various 
features, and 
once sold will 
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Cheney No. 7 






stay sold. 
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Cheney No. 7, 
set up to 
- sharpen 
mower 
knives. 

Our idea about selling 
Cheney and Royal grind- 
ers would be to clamp 
them on the counter and 
let every customer handle 
them—they’ll sell them- 

selves. 

[If you need a catalog 
of the complete line, 
ask us for it. 


S. CHENEY & SON 
MANLIUS, N. Y. 
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partment. The truckdriver acts as a salesman as well - 
as being in charge of all deliveries and makes most of 
the pick-ups at the main store. The store fixtures are 
silver gray. The walls and ceiling are ivory, trimmed 
with orange. ‘The store is beautiful, clean and attrac- 
tive, and appeals to the women. At the same time it 
is doing a nice contractors’ business and appeals to the 
men. 


T IE system of tie-up between the main store and the 
branch store is very simple. They use a cash register, 
which gives sales by departments, sales by salesmen, 
and sales by type such as cash, C. O. D., charge, and the 
other items such as received on account, paid out, etc. 
The register is cleared every night; a simple sheet has 
been made up so as to check the cash back; all other 
sheets with the cash register—trial balance. The cash 
is 1o be deposited in the bank the first thing each morn- 
ing and the sheets to be sent to the main store. This 
c'ears the records of all transactions. No other records 
are kept of these transactions at the branch stores. They 
handle cash, charge, C. ©. D., and time-payment sales. 
The charge and time-payments are O. K.’d by the gen- 
eral credit manager with the exception of those accounts 
which have been ©. K.’d by the credit manager as 100 
per cent good. 


" 
‘| HEY have a very simple method of keeping stock. 
The small items are kept in a drawer sampled on the 
outside panel. Stock is taken once a week by merely 
pulling the door out and seeing if there is sufficient 
merchandise in the drawer to carry them over until the 
next week. Requisitions are made out by each person 
in the branch stores covering his specific stock. On the 
requisition must be shown the number on hand, the 
number asked for, the manufacturer’s name. These 
requisitions are sent to the main store each night and are 
written up by the person in charge of the department 
that the articles are being ordered from. If it is felt 
that they have sufficient quantity-on hand, or that the 
items are more than they should have, the orders are 
cut down accordingly. This gives a complete control 
of stock at the branch stores. For example: There are 
8500 items at the Troost store, with an investment 
ranging from $7,500.00 to approximately $9,000.00. 
This same store operated independently would carry a 
stock of at least $40,000.00, and would not have as com- 
plete a line or nearly as attractive a display. 

All price changes are written up in multiple form. One 
copy is sent to each of the branch stores, one copy is 
used in the office to change all price books, one copy 
goes down to the general price desk. The branch store 
makes a notation on its card control, enters its store 
number on the sip, the price-changed slip is returned 
to the purchasing department, and new tags are made 
out for the branch store, just as for the departments on 
the main floors. It is not their policy to allow anyone 
on the sales floor or in the sales department to have the 
cost of the merchandise. This information is kept in 
the purchasing department at all times. 

The branch stores deliver their merchandise and do 
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all the functions of business the same as an independent 
store. 

As we drove back to my hotel, Mr. Shaeffer said: 
“We are operating this program very much like the way 
branch banking is carried on; a mother institution known 
by almost everybody, with branch institutions so that 
better, quicker service can be rendered to our many 
customers. Larger cities are divided up into a more 
concentrated downtown district as well as concentrated 
surburban districts. \Ve feel that for organizations of 
our type to exist in the future it is absolutely necessary 
to have one or more smaller stores in the downtown 
district as well as branch stores in the mainly developed 
suburban districts. It is our plan to have in the future 
a main store and ten branch stores in Greater Kansas 
City. 

We plan each year to study the development and types 
of stores in the country and travel a good deal in fol- 
lowing this program up. Before entering the branch 
store game, we traveled in every direction to see what 
was going on, and after studying approximately two 
years laid out a general plan. This plan has been in 
operation about four years and we have been unable to 
make many changes from our original set-up. We 
found out this, that practically all large hardware stores 
and wholesale hardware stores are department manager 
controlled, i. e., the department manager buys, sells, 
keeps their complete records, and tries to do all the 
functions of management. The owners and operators 
are at the mercy of these managers, and at the same tim: 
keep themselves busy night and day trying to check up 
and find out what each one is doing. This is one reason 
why we think the hardware people are going through 
such a hard and perilous period. We do not wish to 
brag about ourselves, but as far as our study has carried 
us we have found few centralized controlled organiza- 
tions like ourselves who are capable of quick expansion 
and quick contraction, and who are able to operate ef- 
ficiently even though every manager in the organization 
may quit the same day.” 

Mr. Shaeffer said it took them three and a half days 
to completely install the Troost store. When they opened 
up over 18,000 people entered the store the first day. 
These people consumed 60 gallons of coffee, using 
individual coffee cups. They had approximately 24,000 
premiums and after running out of these premiums 
purchased 6000 carnations, which were additional to the 
above for the ladies. 

It takes their store one and a half days to take in- 
ventory and do all extension details, with the exception 
of extending the final totals. This is handled by a 
special accountant outside of the organization. They 
write up all inventory sheets ahead of time, price them, 
and have them so arranged that they can be divided up 
among several groups. The tool and hardware depart- 
ment was actually inventoried in thirteen hours, using 
only the people in that department to handle the in- 
ventory. 

Allow me to say in conclusion that I am convinced 
it would pay any retail merchant to visit the Bunting 
Hardware Company and study the manner in which 
they have worked out many of their problems. I was 
especially impressed with the directness and simplicity 
of all their methods. 











The 
woman's | 
vote is for 


Allit 





ALLITH 1010” 


She drives as often as her 
husband—the garage is almost 
as much a part of the house 
as the kitchen— doors must 
work as easily. 


Naturally Allith’s ease of op- 
eration and all weather per- 
formance appeal to her. She 
is an increasingly important \ 
factor in garage door hard- Wy 
ware sales. Don’t forget to 
include her in your sales 


talks. 


Allith “1010” Watershed for 


single and parallel doors 


One piece steel track; simple construction; no rivets or 
welds; perfect alignment; rounded tread makes for easy 
running and minimum of friction. 6, 8 and 10 ft. tracks 
Certified Malleable construction throughout, except 
hardened steel roller bearings, axles and steel saddle. 


Mere 


Allith-Prouty Company 


Danville, Ill. 


Manufacturers of 


Malleable Iron Washers 

Stadium Seat Brackets 

Certified Malleable tron 
Castings 


Industrial Door Hardware 
Fire Door Hardware 
Overhead Carriers 

Door Hangers 


Garage Door Hardware 
Spring Hinges 

Rolling Ladders 
Airport Door Hardware 
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A Real SALES 
Opportunity 


for Dealers! 





HE UNDERWOOD PORTABLE 

is a typewriter you can sell to an 
ever-widening market in your com- 
munity. 


It carries the name of the famous Under- 
wood ‘Typewriter of which nearly 
4,000,000 have been sold. 


It combines every feature that makes a 
Portable Typewriter easy to sell. Its 
selling program assures an ever-increas- 
ing sale of Portable Typewriters in your 
community. Its sturdy construction 
and durable finish reflect the experience 
of the World’s largest and best known 
typewriter manufacturer. Every desir- 
able feature for the convenience of the 
operator is included in the Underwood 
Portable Typewriter. 


Our Dealership Plan is attractive and 
profitable for you. For details write to 


PORTABLE DIVISION 


Underwood 


Standard, Noiseless end Portable Typ: s—Bookl Machines 
UNDERWOOD TYPEWRITER COMPANY 


Division of Underwood Elliott Fisher Compeny 


342 Medison Avenue, New York, N. Y. 
“UNDERWOOD, ELLIOTT-FISHER, SUNDSTRAND—SPEED THE WORLD'S BUSINESS” 














How It Looks to the Young 
Hardware Man 


HE following letter comes from one of tomorrow’s 
hardware merchants and speaks for itself : 

Here is one reason why the old-fashioned hardware 
dealer is all wrong, and illustrates the lack of foresight 
that is costing them money. I work in a small hardware 
store, which is privately owned and operated by a man 
whose merchandising methods and ways of doing busi- 
ness are far behind the times. The other day a customer 
came into the store to buy a pair of 3% x 3% wrought 
steel butts. When I looked at the old, faded price tag 
and told him they were 40 cents a pair, he paid it 
grudgingly, saying that no dealer had ever charged him 
more than 35 cents for them, and that he could get them 
in dozen lots for 30 cents a pair. I told him that I 
might be wrong and would ask the boss. When the 
boss looked at his cost mark, which showed that he had 
paid 27 cents wholesale for the butts, he stuck to his 
price, admitting, however, that he had had them in stock 
for some time and the cost might have changed since. 
But he made the customer pay the 40 cents, for he told 
him he had to sell according to the cost and not accord- 
ing to current prices. The customer took them but said 
he would never be in again. And, of course, he won't. 

I looked up the butts in the latest catalog and found 
that the price had dropped from 27 cents to 15 cents a 
pair. They could be sold at a.good profit for 30 or 35 
cents now. By making a little profit at the time the boss 
kissed farewell his opportunity to make a steady cus- 
tomer of the man, and in addition created some ill-will 
toward the store. Such small methods are getting him 
nowhere. 


Good Radio Tubes Should Render 
1000 Hours of Service 


That good A. C. tubes should provide satisfactory ser- 
vice dver a period of 1000 hours, is the assertion made 
by most radio tube manufacturers. However, there is 
one stipulation which should be observed, namely, the 
maintenance of applied voltages within 5 per cent plus 
or minus those specified. Tube manufacturers will not 
stand back of tubes which have been abused, knowingly 
or otherwise, by their users. And don’t assume for a 
moment that the tube experts cannot tell! The better 
tube plants have experts who examine the returned tubes 
most critically, even under a microscope, and know pre- 
cisely what has been done to those tubes. 

If you have a set which uses up tubes at a terrifying 
rate, the chances are that the line voltage is at fault. We 
generally take the so-called “110-volt” current supply 
for granted, yet it may vary all the way from 85 to 140 
volts. Furthermore, while the radio set may be pro- 
vided with a “high” and “low” voltage arrangement to 
compensate for permanently high or low line voltages, it 
is the rapidly fluctuating line voltages that cause the 
trouble. Unless the set user has a line voltmeter at 
hand and watches the voltages, so as to work the “high” 
and “low” taps or switch accordingly, the tubes are apt 
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to be subjected to severe overloads, on the one hand, and 
to insufficient voltages for satisfactory operation, on the 
other. The need for automatic line voltage compensa- 
tion is therefore obvious, and has brought into existence 
the line voltage regulator of various types. Such regu- 
lators are incorporated in several of the standard broad- 
cast receivers today. 


Canvas Goods Manufacturers 
Show New Colorful Awnings 


An extraordinary variety of striped awning fabrics 
was on display in connection with the tenth annual meet- 
ing of the Philadelphia Canvas Goods Manufacturers’ 
Association at the Benjamin Franklin Hotel, Phila- 
delphia, recently. More than 1000 patterns of this kind 
were shown. 

The most novel departure in styles was a group of 
spaced, cluster designs in the allover effect. Some ran 
to floral motifs and there were other striking contrasts of 
two-tone geometrics in the modernistic style. 

With the members assembled to discuss the $1,000,000 
adveitising and educational campaign which the National 
Awning and Tent Manufacturers’ Association is promot- 
ing, the highly-styled cloths as compared with the plain 
goods of a few years ago were indicative of the general 
scope of the coming drive. In keeping with the “Art 
and Utility” slogan, several hardware concerns displayed 
iron and steel accessories finished off with figurings and 
tracings. 

According to Harry Freeman, advertising adviser for 
the national organization, the canvas goods industry has 
probably had to contend with greater shifts in public 
demand than any other branch of textile manufacture. 
The passing of the “clipper ship” period compelled the 
manufacturers, original sail makers, to center their 
efforts on horse blankets; with the coming of the auto- 
mobile a substitute outlet was found in tarpaulin cover- 
ings for trucks. The sweeping vogue of the covered 
vehicle a few seasons ago closed this field and the sur- 
viving manufacturers then wove canvas for tents. Again 
they met disappointment when thousands of wayside 
cabins were built to accommodate tourists, the potential 
tent customers. 

In weathering these shifts the canvas goods manufac- 
turers found a common bond. Much of their organiza- 
tion work during the last three years has been in co- 
operative efforts such as standardization and reduction of 
the number of patterns and the development of a cost 
accounting system. 

This attitude was further illustrated by the display of 
new fabrics at the meeting. Whereas, secreting original 
designs until the last possible moment through fear of 
pirating was the usual policy, the primary aim of the last 
exhibition was to show new ideas and obtain criticism 
from manufacturers in other parts of the country on 
their style value. 

Practically all the primary colors were shown in the 
striped awning collection. Bright oranges, tans, yellows 
and the use of finer black stripes were the new notes. 
For indoor curtains, manufacturers are developing ex- 
pensive gold, silver and bronze cloths for use in high-class 
jewelry and luxury stores. 
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The 
Most Highly 


Prized Possession 


The universal confidence which 
Dasco Tools and Cutlery have 
earned for themselves with thou- 
sands of users is the greatest asset 
they possess. 


Such a reputation is priceless, and 
the Damascus Steel Products Cor- 
poration will safeguard it by con- 
tinuing to maintain the highest 
standards of quality. 


This simply means that the loyal 
legion of “Dasco” users will con- 
stantly grow in numbers. Retailers 
selling this line have learned 
through experience that for sheer 
value and long service “Dasco” 
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stands second to none. 


Do not confuse the name. All prod- 
ucts of this company are plainly 
marked “Dasco.” 


DASCO 


Tools and Cutlery 


Write for our latest catalog—and 
when a “Dasco” salesman calls, you'll 
find it worth while to see the line. 


Damascus Steel Products Corp. 
Makers of High Grade Tools and Cutlery 
Rockford, Illinois 
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Hot of the Nail Kes 


Little yarns that others have laughed over 

culled from various sources. As a contem- 

porary puts it: “Some of them have been 
copied, the rest will be.” 








A drunk was passing a subway excavation when he 
stopped for*a moment and called down to the man in 
the pit: “Shay, watcha doin’ ?”’ 

“We're building a subway,” one of the laborers replied. 

“How long is it goin’ take to build it?” promptly in- 
quired the drunk. 

“Eight years,” was the response. 

“Eight years! (hic). To ‘ell with it. I'll take a 
taxicab.” 


The maid spoke sharply through the door: 

“No, I can’t give you anything; you'll have to come 
back after 5 o’clock when the madam is here.” 

“I’m sorry, lady, I can’t,” said the beggar. “My hours 
are only eight to four.” 


Mother: “Did you see Santa Claus last night, Betty?” 
Betty: “‘N’m, mother. But I heard what he said when 
he fell over my doll buggy.” 


Wife: “That boy of ours gets more like you every 
day.” 
Husband (meekly): “What’s he been up to now 


>) 


“How come?” said McTavish. ‘‘Where’s the other 
boy?” 

“Him and me tossed up to see who'd caddy for you,” 
said the boy. 

“Oh,” much impressed with the apparent honor. 

“And so you won, did ye, laddie?” 

“No, indeed,” said the boy. “TI lost.” 


“Don’t you always pity a girl who is frightened in the 
dark?” 
“Yes, I can’t help feeling for her!” 


Traveler: “Did you find a roll containing $50 under 
my pillow ?” 
Pullman Porter: “Yes, suh; thank you, suh.” 


Sam and Rastus were discussing politics. Rastus was 
a rabid partisan of the incumbent. 

“Well,” said Sam, “Ah like him all right, Ah guess; 
but his platform ain’t no good.” 

“Platfo’m!”’ snorted Rastus. “Platfo’m! Say, don’t 
you know dat a political platform is jes’ like a platfo’m 
on one o’ dese yere street cahs—hit ain’t meant to stan’ 
on; hit’s jes’ meant to git in on!” 
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Book Agent (to farmer): “You ought to buy an 
encyclopedia, now that your boy is going to school.” 

Farmer: “Not on your life. Let him walk, the same 
as I did.” 

Two spinsters were discussing men. 

“Which would you prefer in your husband, wealth, 
ability or appearance?” asked one. 

“Appearance,” replied the other. ‘And the sooner the 
better.” ; 


“T’'ll bet if I was married I’d be boss and tell my wife 
where to head in,” declared the bachelor. 

“Yes,” retorted the old married man, “and I suppose 
when you get to a railroad crossing you honk your horn 
to warn the oncoming express to get out of your way, 
don’t you?” 


Daughter: ‘‘When did you first get acquainted with 
dad ?” 
Mother: “About three weeks after we were married.” 


Customer: ‘“That chicken I bought yesterday had no 
wishbone.” 

Dealer—‘‘He was a happy and contented chicken, 
ma’am, and had nothing to wish for.” 

A man unaccustomed to praising his wife went out of 
his way to call her an angel. 


“Mary,” he said one morning, 
And she felt charmed all day. 

In the evening she ventured to ask him why she had 
been so honored. 

“Well,” said the wily one, “you are always flitting 
about; you are always harping about things; and, by 
your own account, you have nothing to wear!” 


“you are an angel.” 


Visitor: “What a charming baby, and how it does 
resemble your husband.” 

Hostess: “Gracious, you alarm me; we adopted this 
baby.” 


Mark Twain had finished his speech at a dinner party, 
and, on seating himself, a lawyer arose, shoved his hands 
deep into his trousers pockets, as was his habit, and 
laughingly inquired of those present : 

“Doesn't it strike this company as a little unusual that 
a professional humorist should be so funny ?” 

When the laughter that greeted this sally had sub- 
sided, Mark Twain drawled out: 

“Doesn't it strike this company as a little unusual that 
a lawyer should have his hands in his own pockets ?” 


As a rule, young men don’t marry a girl on $25 a 
week, as they used to. It seems that the girl must be 
earning at least twice that much before they will even 
look at her. 




















You Can Sharpen Any Hand Lawn Mower 


No. 348 a 








For All Sizes of Hand Mowers 
And 30-Inch Power Mowers 





In Fifteen or Twenty Minutes 


Grinding is the only ACCURATE way to sharpen 
lawn mowers. This LUTHER Grinder grinds all hand 
and 30-inch power miowers in from 15 to 20 minutes 
according to size. 


It is very easy to operate and grinds each blade 
ACCURATELY and always at exactly the SAME 
BEVEL. . 


With a LUTHER 


Power Mower Grinder 


you save more time and make more money because this outfit 
will also enable you to do any other grinding, polishing or 
buffing jobs that come along. Either left or right hand 
spiral blade lawn mowers can be sharpened with this machine. 
Send for Full Details and Prices. 


LUTHER, Inc. 


299 South Water Street 
MILWAUKEE, WISCONSIN 
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CALL you merchants, for there 

is no such person as a hardware 

man; he is either a merchant or 
an ex-hardware man, 

Let me take you back in thought to 
your boyhood days. Born and raised 
in an unmodern home typical of the 
times. Far be it from me to condemn 
the old-fashioned home. We possibly 
would be better off today if we had 
more of the old-fashioned homes. But 
let us take a look at it, as compared 
with the modern home of today. 

The parlor, with the oatmeal paper 
on the walls, rag rug on the floor, the 
red plush chair with the tidy over the 
back. The old hanging lamp over the 
marble-top table, with the family Bible 
on one corner and the album on the 
other. The old organ with an enlarge- 
ment of Grandad hanging on one side 
and Grandma on the other. A few 
books on a shelf in the corner and 
Dad's old spring rocker by the table. 
The bedroom had a bed with a feather 
tick to sleep on, a crazy quilt to sleep 
under, a jug with a leaky cork to sleep 
with, a commode in the corner. This 
constituted the furnishings with the 
exception of the red and white in- 
scription which hung over the bed— 
“Sweet Repose.” 


hae dining room had an old drop- 
leaf table, assortment of chairs, an old 
black, box stove, a sideboard covered 
with half-made drapes and shirts, a 
fancy tea pot and Dad’s moustache 
cup. The clock sat on a shelf beside 
the bracket lamp. The kitchen, with 
the old black, cast-iron stove, cost $16 
at the corner hardware, a cast-iron 
spider, a cast-iron kettle, a couple of 
gray enamel pans, a setter can for 
milk, a tin dish pan, wooden chopping 
bowl, a bracket lamp by the window, 
a wood box, table and a chair, a few 
shelves on the wall with a curtain 
hung over them for a cupboard. The 
family arose at six bells, everybody 
started to work doing the sundry 
chores necessary to such a life—milk- 
ing cows, carrying water, chopping 
wood, etc. Dad and Mother slaved all 
day. Who ever saw them play? They 
slaved 16 hours a day, for lack of 
modern equipment. The kids walked 
to school with a sack of sandwiches 
and were taught their three R’s with 
the crudest of equipment. The games 
played were baseball with a willow 
bat Dad made, and a yarn ball. Shin- 
ney with a tin can and a crooked elm 
club, skiing on barrel staves and slid- 
ing on home-made sleds. 


How times have changed! Today 


The EFFECT 
of 


CHANGED 
LIVING 
CONDITIONS 


By F. M. ROME, 
Redwood Falls, Minn. 


we are living a life of comparative 
ease and comfort. This change has 
made opportunities for all classes of 
merchants. But we are interested in 
hardware, so let us see what it has 
done for us. 

Let us rejuvenate the old home and 
follow the life of the family through, 
keeping in mind the fact that these 
changes have all transpired in the last 
few years, with a bigger thought, that 
they are going to change just as much 
in the next few years; that the mer- 
chandise which we are selling today 
and our methods of selling will be 
antiquated before we realize it, unless 
we fully comprehend the fact. We 
must be alert and on our guard if we 
are to stay in the ring. Please excuse 
the digression, but I want you to fol- 
low me and get the point I am trying 
to bring out. ? 

The modern home, and this is typ- 
ical of the average. As you follow 
me, please make a mental picture of 
items sold by the hardware merchant. 
In the parlor we find rugs, piano, ra- 
dio, hot water radiator, electric lights 
and lamps, painted walls, varnished 
floor, draperies hung on unique cur- 
tain rods, book cases full of the latest 
books, smoker sets, ferneries. 


In the dining room, felt-base rugs 
over varnished floors, stippled walls 
which call for more and newer paint. 
The buffet with its ornaments of can- 
dlesticks, etc., the drawers containing 
lovely linen and silver, the mantle 
clock. The study with its typewriter, 
patented pencils, fountain pens, desk 
sets and lamps. The bedroom walls, 
also painted and tinted, modern fur- 
niture, toilet sets, pictures, clothes 
closets with modern equipment, cedar 


chests and steel cabinets. The mod- 
ern bathroom is completely equipped 
by the hardware merchant having a 
plumbing shop. 

But the kitchen is where the hard- 
ware merchant fares best of all. It 
either contains an enameled coal and 
wood range or an electric or gas. 
Kitchen cabinet, sink, electric toasters, 
waffle irons,-egg beaters, percolators, 
sets of fine enamel or aluminum run- 
ning into real money, steanf or water- 
less cooker, irqning board, a knife for 
every purpose—apple peelers, cherry 
pitters, food choppers and all the little 
knick-knacks we are so familiar with. 

The basement with its furnace, wa- 
ter heater, laundry, with its stationary 
tubs, electric washer, mangle, dryers, 
etc. The whole house is cleaned with 
a vacuum cleaner and chemical mop. 
And what a change out of doors! The 
lawn is mowed with a lawn mower 
and watered with a garden hose and 
sprinkler, flower gardens and shrub- 
bery are very much in evidence. The 
lawn is fenced or surrounded by a 
hedge. All these are either purchased, 
or tools to keep them in condition are 
purchased from the local hardware 
merchant. 

Many or most of these items are 
comparatively new. 


N O one knows what will take place 
tomorrow. Take the phrase “Color in 
the Home,” a new phrase, yet what 
has it done for you with your lacquers 
and enamels. 

I have only touched on the necessi- 
ties of modern life, yet what has this 
modern equipment done? The one big 
thing it has done is to shorten the 
working hours, giving more leisure 
hours. Now remember, your custom- 
ers spend practically all their money 
in their leisure hours. Very little 
when busy. 

But leisure hours call not only for 
necessities, but they make a new de- 
mand. People of today must be en- 
tertained and amused. It is leisure 
hours that have made golfing, boat- 
ing, fishing and sports of all kinds 
so popular. In order to participate 
in these sports it is necessary to have 
not only time but equipment. This 
equipment is no minor item, it is a 
very important one. Boys do not play 
ball with a willow bat and yarn ball, 
or shinney with an elm club and tin 
can. They have “Louisville Slugger” 
bats, “League” balls, hockey clubs, 
pucks, tube skates and shoes. 

Men do not fish with a cane pole 

(Continued on page 108) 
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= An Occasional Cleaning and They’re Always Bright 


Tell the housewife she needn’t worry 









No. 03771 about tarnish if she buys 
Combination 
Tumbler INGC 
and 
Soap Holder Bath Room Fixtures 


—they’re Chromium Plated. An occasional 
cleaning and they’re always bright. 


Rust needn’t worry her, either—they’re 
SOLID BRASS. Over 300 patterns to select 
from. Also made in Highest Quality 
Enamel. 


Send for Catalog and Price List. 


We also manufacture AMERICAN RING COMPANY 


Furniture Trimmings, 


Upholsterer’s Nails, Waterbury Connecticut 


Eyelets, Grommets Branch Offices: 
Boston—170 Summer St. New York—2 Hudson St. 


and Washers. San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 
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SPRUCE LADDERS 
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Air Dried Spruce 
Full Strength 
in Timber 
Be sure Ladders are made of 
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BABCOCK SPRUCE 


Write for prices—today. 


W. W. BABCOCK CO., Bath, N. Y. 
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Many a man is 
like ataek... 
Why? — useful if headed in 


the right direction—but ca- 










pable of going only as far 
as his head will let him. 


Customers will use their 
heads to come back to your 
store if you carry Atlas 


Tacks and Small Nails. 


They will remember these 
clean cut, serviceable items 
.. . available in both quality 
and price range. Ask your 
jobber for them by name. 


ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. ST. LOUIS, MO. 








The netting 
with the Roos- 
ter label—Supe- 
rior Brand —is 
always a qual- 
ity product. 
Straight selvage. 
Evenly woven 
mesh. Bright 
heavy galvaniz- 
ing. 

Superior Brand 
costs no more. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 


BRAND 


The Effect of Changed 
Living Conditions 
(Continued from page 106) 


and a can of worms. Why not? Fish like worms as well 
as they ever did, but the fisherman does not. Modern ad- 
vertising has all the bass jumping out of the lakes after 
wooden plugs, cast on the water by fishermen bedecked with 
fishing suits dnd using expensive equipment. Everybody 
has more leisure time, everybody earns more money and 
spends more money. 

Look at the equipment on the farm and in the farm 
homes. Lighting plants, milking machines, separators, 
furnaces, washing machines, radios, etc., etc., etc.; no limit 
to the possibilities of sales. Through hard work, new lines 
and direct selling we increased our business 92 per cent 
over 1928. We anticipate a 50 per cent increase this year. 

The facts I have given you here are all things which 
you already know, but you may not have given them much 
thought. However, you can do this, if you will, when you 
go back home. Go into your store as though it were a 
competitive store, criticize it, tear it all to pieces, look at 
all the misfit items, antiquated items, dead stock. Back 
your truck up to the door, load it up with the merchandise 
that is unsalable, and haul it out to the dump; it will not 
take up much valuable space there. Keep your stock up to 
date every day. Keep it clean, attractive, well displayed. 
For everybody nowadays has a gypsy trade, due to automo- 
biles and good roads. 

They might be termed “Nomads of the Highway.” People 
come into your store or pass it. All have bills, silver dol- 
lars, dimes or pennies in their pockets. Let us just elimi- 
nate the people and watch these dollars and dimes rolling 
back and forth past the store. How are we going to stop 
them? We can't dig a pitfall, but we can get them rolling 
in by good windows and hold them by attractive merchan- 
dise attractively displayed, good service, friendly spirit, and 
hard-work. I like that word, hard-work, for it is the lack 
of energy and procrastination that costs us all thousands 
of dollars in lost sales and profits, just because we do not 
do what we should do when it should be done. Let us make 
this pledge, then, right now. That in 1930 I am going to 
do what I should do when I should do it. If we do this, we 
will all come back here in 1931 with clean stores, clean 
stocks, and a prosperous smile. 





*An_address delivered at the recent Minnesota convention. 


“Tce and Sand.” 

“This Hard-Boiled Age.” 

“Radio Christians.” 

“The Modern Babel.” 

“Victim and Victor.” 

“Blossom Time in the Desert.” 

“Men of Sorrows.” 

“Heart Searching.” 

“How to Be Happy Though a Church Member.” 

“Mockers at Sin.” 

Did you think they were movie titles, you poor 
heathen? Well, they were titles of sermons preached in 


Kansas City recently. 
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Aluminum Consumption Trebles 


Since World War, Says Survey 


Many new uses for aluminum have resulted in a 300 
per cent greater consumption of that material in the 
United States than before the World War, according 
to a survey of the Aluminum Co. of America issued by 
Pask & Walbridge. The survey shows that the 
Aluminum Co. of America controls about 50 per cent of 
the world’s aluminum production and practically all of 
the production in this country and Canada. 

Aluminum is now being used, according to the survey, 
in the manufacture of kitchen utensils, radio sets, auto- 
mobiles, airplanes, furniture, steam and electric railroad 
cars, vacuum cleaners, molds, chemical and oil contain- 
ers, transmission of electric power, and in building 
operations. ‘‘Another field of particular promise for 
aluminum,” says the report on the survey, “is in re- 
placing tin plate now used in the manufacture of cans 
for food. The high price of tin and its comparative 
scarcity ultimately may make the use of aluminum for 
manufacturing of cans practical.” 





Montgomery Ward Sales Show 
February Decline 


The February sales of Montgomery Ward & Co. were 
$18,405,885, a decrease of $249,385, or 1.34 per cent, 
from the corresponding month of 1929, it was announced 
yesterday. The sales for the first two months of 1930 
were $36,736,998, compared with $36,784,106 in the same 
period of 1929. This was a decrease for the two months 
of $47,108, or .13 per cent. 

The company now has 550 retail stores in operation, 
against the 200 it operated a year ago. 


Metal Craft Train Set 


The Metalcraft Corp., 5101 Penrose St., St. Louis, Mo., 
is offering a new construction toy outfit, known as the Metal- 
craft Train Construction Set. 

With this set a wide variety of sturdy railroad cars may 
be built from chromium plated metal parts. The wheels of 
the cars can be constructed so as to fit either standard narrow 
gage or standard wide gage track. The patented coupling built 
into each car has been designed to fit any other train car coup- 
ling on the market. 

This set is available in three sizes. 
parts to enable the building of five different cars. With the 
second size a choice of eight models may be built. The large 
set has sufficient parts to allow the construction of twelve 
models and is complete enough to enable the building of four 
cars at one time. 

When he is tired of a wrecking car, a boy owning one of 
these sets can take it to pieces and construct a gondola car, 
caboose, cattle car, sand dump car or other pieces of rolling 
stock. The large set has 245 major parts, which may be used 
in the production of models averaging about 7 in. in length. 


The small set has enough 
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The Quickest and Easiest Way to 
Handle, Measure and Cut 


Wire Screen Cloth 


Our Marvel 
Rack occupies 
very little floor 
space, holds 24 
rolls of cloth, 
from 18’to 48” 
(sizes are 
shown oppo- 
site each roll), 
and facilitates 
handling, 
measuring and 
cutting. No 
back - breaking 
work. 

No_ hunting 
sizes. No time lost in serving customers. 


New Improved MARVEL Display Rack 


| It displays the cloth so attractively that your sales show 














an increase right from the start. Made in sizes and 
styles for small and large stores for every requirement. 
Cost is less than most dealers suppose. 


Send for Catalog and Letters from Satisfied Dealers. 


Marvel Rack Manufacturing Company, Inc. 
Minneapolis, Minn. 
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X-tra Quality 
SHOVELS 


are in the minds of shovel buy- 
ers right now for many pur- 
poses. 

Are these X-tra quality shovels 
in stock in your store? Their 
steel is the toughest known— 
their handles are made of the 
best ash obtainable. 

Ask your jobber. 


The Indiana Rolling Mill Co. 


Newcastle, Indiana 





No. 
111 
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our best 


customers — carpen- 


ters, machinists. and 
mechanics — prefer 
Maydoles because 
they know from ex- 
perience and com- 
parison that they are 
the best hammers 


that money ean buy. 


More than 87 years of honest American 

quality have built up a demand for May- 

dole Hammers that is of real value to 

you. Don’t let your stock get low, your 

jobber can supply you with the styles 
and weights you need. 


Write for free supply of Pocket 
Handbooks 23€ 


YOuR HAMMER, ole 


aydole 
Hammers 


The David Maydole Hammer Co.,Norwich NY. 
3623 




















The Main Street Crusader 


(Continued from page 70) 


listen te one. We hear Caslow then. 
I think he’s all right. There’s a lot to 
what he says.” 

A young lady attendant in a pho- 
tographer’s studio said: “Yes, we like 
Mr. Caslow. A lot of people are be- 
ginning to think his way.’ And so 
the test of Caslowism shows along the 
streets of Grand Rapids. 

Henry A. Schantz, the local hard- 
ware and implement dealer, who sup- 
ports the Caslow program in every 
way possible, says: “There are 73 
hardware stores here in Grand Rapids 
and 65 of them have contributed to 
the Caslow fund. Some have not been 
called on yet. We started raising 
money about six weeks ago. 

“Tt was in 1928 that I first became 


interested in the movement. Besides 
our own trade, grocers, butchers, 


druggists, dry goods men and inde- 
pendent milk dealers are contributing. 
More than 250 of us in mercantile 
lines are back of Caslow. I love the 
man.” 

H. J. Tepper, another Grand Rapids 
hardware man: “I was among the 
first to urge that we get behind Cas- 
low. He has done much to improve 
tie situation here, especially in the 
grocery line. My brother, Fred J. 
Tepper, is a nurseryman. He used to 
be a consistent supporter of the chain 
stores. 

“Hearing Caslow, changed his way 
of thinking so decidedly that he took 
some of Caslow’s time on the radio 
and publicly confessed that most of 
the clothes he stood in were chain 
clothes. He urged everybody to sup- 
port the independents. ‘He apologized 
to the Grand Rapids merchants for 
ever having drifted away from their 
stores. After he talked, nearly a hun- 
dred persons called him up and con- 
gratulated him on the stand he had 
taken.” 

These are typical of a number of 
mercantile opinions expressed. Sev- 
eral hardware men in and out of 
Grand Rapids were not quite so en- 
thusiastic as Mr. Schantz and Mr. 
Tepper, but they all favored the Cas- 
low gospel in some degree. 

Some were inclined to question its 
permanent value. Herman H. Dignan, 
Owosso, past president of the Michi- 
gan association, thought the campaign 
should discriminate among the better 
and the worse chains. 

Here is a sample of what Caslow 
says to his audience; he said this on 
the night of Feb. 19: 

“Hello, Michigan! 


Your Main 


Street Crusader is broadcasting to 


you again over Station WASH at 
Grand Rapids, Mich., the Furniture 
Capital of America. Tonight and to- 
morrow night our broadcasting time 
is paid for by the Michigan State 
Hardware Dealers’ Association. This 
organization is said to be not only one 
of the finest associations of retail 
merchants in the State of Michigan, 
but also the very largest and most 
active association of hardware deal- 
ers of any State in the entire Union. 

“The convention of this association 
is held annually, and this year’s ses- 
sion is now convening each day at the 
Hotel Pantlind, in this city. It was 
my privilege to be on the platform 
there for a half hour this morning, 
to answer the question, ‘Can the Syn- 
dicate Be Whipped? And How!’ 

“T want to tell you, my friends and 
listeners, that it is an inspiration to 
stand before a group or audience of 
Main Street business men and speak 
as a consumer, telling them some 
things they never even thought of be- 
fore. You know, these retail mer- 
chants of ours have been rather con- 
ceited in the past in that they thought 
we consumers knew little or nothing 
about business behind the counter. 

“The sorry part of it has been that 
they were pathetically right, in most 
cases; but it is a sadder fact still that 
they did little or nothing to correct 
the evil. Ignorance of business on the 
part of the people is a dangerous thing 
in America, because in this country it 
is the people who are boss, in busi- 
ness as well as in government. 

“T don’t care how wise the mer- 
chant may be in the conduct of busi- 
ness, if he is dealing with a public 
that knows nothing about business ex- 
cept the price tag, he is hopelessly 
up against it. 

“Do you know what I told those 
merchants down there at the Pantlind 
Hotel this morning? Listen! I think 
this morning was about the first time 
in Grand Rapids that a mere con- 
sumer took the platform at a mer- 
chants’ convention, and spoke on a 
subject from the consumer’s angle. I 
had some things on my chest, and I'll 
admit it. 

“Some of you people, out there on 
the air, may still cling to the idea 
that I am running this crusade as a 
special service to the local merchant, 
and that I say nothing but good for 
the merchant. 

“You should have heard me in that 
hardware convention this morning. I 
want you people to know that I am 
not pulling any graft for the mer- 

















HARDWARE AGE for MARCH 13, 1930 


111 





chant, and I hold no brief for him. 
Those gentlemen in the convention 
hall knew it before I had finished this 
morning. 

“What is needed to correct the syn- 
dicate menace can never be better 
merchants, but better customers. To 
say that we need better merchants 
without having better customers is 
like saying that a plant needed more 
efficient men without greater execu- 
tive efficiency. 

“Certainly, no employee can be bet- 
ter on the job than his boss; or, let 
me rather say, no plant can expect 
its working force to have a higher 
degree of efficiency than the executive 
staff has the capacity to maintain. 

“The merchant is the employee of 
the public, and as long as the public 
is ignorant of what constitutes bet- 
ter merchants, how can the public 
(which is boss) be trusted to choose 
and patronize the better merchants? 

“Until the public began to get its 
eyes open to the real fundamentals of 
lasting good merchandise in this part 
of the country, the good merchant had 
less and less chance to make a suc- 
cess of better merchandising, because 
the public was putting a premium upon 
trickery and double-crossing in busi- 
ness. Let me illustrate: 

“Here is a man by the name of 
Smith. He is a good merchant. He 
handles first-class merchandise on a 
fair margin of profit, whieh nets him 
a living margin and assures the sta- 
bility of his house. He follows a con- 
structive policy of community support, 
and is a liberal contributor to worthy 
movements for the common welfare. 
He carries deserving people through 
periods of economic depression and 
makes of himself a genuine public 
servant. 

“But there is nothing spectacular 
about him. His prices are all fairly 
made, but he never stages any fake 
sales or deceptive bargains. When 
he has a sale it is because he wants to 
clear out stock accumulations; and, 
when he does, it as an_ honest-to- 
goodness sales and no tricks or strings 
attached. 


“Right across the street an outfit 
operates under the name of Jones & 
Co. It may be a chain concern; it 
may be an independent merchant who 
is trying to imitate the syndicate’s 
tricks. Jones has the latest things in 
trick packages and specials. He buys 
merchandise especially made to sell 
for less than the standard merchan- 
dise that is supposed to be ‘just as 
good as,’ if you know what I mean. 

“You can always depend on Jones 
putting on a sale every thirty days, 
and between times he is buying up 
special job lots for such occasions. He 
harps on cheap prices and how peo- 
ple can save at his store; and the 
prices he advertises prove it. But 
there is nothing proved about some 
of the other items. If he is in the 
grocery business he sells coffee at cost 
this week and makes three profits on 
cheese; and next week he sells butter 
at cost and soaks the customer double 
on pickles, sandwich spread and other 
items. 

“Tf he is a druggist, you will pay 
him 79 cents for a dollar size bottle 
of tonic, but when you get a prescrip- 
tion filled he will charge you a dollar 
and a half for the same prescription 
that an honest merchant would charge 
you 75 cents for. Now, get that! 

“T hope that our merchant friends 
have received a little food for thought 
along a different line than that ordi- 
narily presented on this subject of bet- 
ter merchandising. We have taken 
pains to speak on this subject while 
our hardware men of the State are 
guests in our midst, so that when they 
return to their home towns to tell 
their fellow merchants in other lines 
what is going on over here in Grand 
Rapids they may rest assured that we 
are staging no revolution, that we are 
seeking sane and safe lines of busi- 
ness for the merchant to follow. 

“This is not only a campaign 
against outside syndicate operations 
which practice piracy on Main Street. 
It is a campaign to direct the con- 
sumer’s mind along lines that are on 
a higher level than that of the price 


tag.” 


Courtesy Experiment Results in Increased Purchases 


The Dartnell Service reports the 
experiment of a hardware store 
owner to determine the part played 
by extra courtesy in increasing 
sales. One day, when employees, 
following instructions, waited on 
customers with only ordinary cour- 
tesy, not accompanying them to the 
door, making further suggestions, 
or going out of their way to please 


them, the average sales amounted 
to Z8 cents. The clerks were in- 
structed to show such extra cour- 
tesies the following day as taking 
the customer to the door, calling 
him by name, showing interest in 
the purchase, and making a special 
effort to find the exact article to fit 
the need. The resulting average 
purchase is reported as 90 cents. 


A Scientifically 
Simplified Line of 
Superior Tacks 


Bakatax are modernly packaged, 
rust resisting, attractively blued. 
And in addition to these unusual 
advantages, the Bakatax line has 
been scientifically simplified so that 
half the items previously con- 
sidered necessary now comprise a 
complete assortment. Give jobber’s 
name and send for free sample. 


Geo. Baker €& Sons, Inc., 





Brockton, Mass. ! 














Speed Up 


the 


Wheels of 


Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 
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“eMADISON | 












W OVERLOOKING OCEAN 7 | 
s AT ILLINOIS AVENUE 3 
ATLANTIC CITY,N.J. 


A HOTEL 
DISTINCTIVELY DIFFERENT 


JUST COMPLETED 

SHOWERS & BATHS 
THROUGHOUT 
FIREPROOF 























JOBBERS 


Catalog 
pages FREE. 
Write! 


Jirry 





mums THE PLUG WITH THES 


Fixes boilers, gas tanks, buckets, 





CHISEL POINT 


“JIFFY 


Handiest, most positive plug made. Air- 
tight, moisture-proof seal. Simply drive 
its chisel point past first thread, tighten 
—that’s all! 


The 12-profits display card (below) tells 

the Jiffy story—and makes jiffy sales. 

No time or effort of yours needed. Write 

your jobber NOW for this “salesman” 

= start ringing up your profits on 12 
iff tys.’ 





The Jiffy Boiler 
Plug Co 


9114 St. Clair Ave., 
Cleveland, Ohio 


Bone Pic 























Planned Advertising Costs Less 
and Sells More 


(Continued from page 75) 


number of items for the month’s advertising at each level 
—39 low, 24 medium and 15 upper. 

The reason for this is two-fold: research has shown 
that bulk volume for April if reduced to price levels 
runs in the proportion shown on the chart. (2) These are 
the combinations that draw best in the average hardware 
store advertising. 


Conditions Will Stabilize Radio 
Industry, Says Smith 


That the radio industry is stiffening up, or becoming 
better organized and more rigid in its requirements, is 
evident even to the man in the street. During the past 
few months, since the so-called Wall Street crash figura- 
tively waved the red flag in the path of the prosperity- 
crazed American people, many changes have taken place 
in the radio industry. A considerable number of radio 
companies, some large, many small, have failed. Those 
remaining in the field are preparing themselves for the 
most rigid competition. Painful as these moves may 
seem, they are for the good of the industry in the long 
run. Only the fittest will survive. 

Such is the opinion of J. E. Smith, president of Na- 
tional Radio Institute, Washington, D.C. “TI do believe,” 
states Mr. Smith, “that the days of the radio racket 
are now brought to an end. The established radio in- 
dustry is making its debut. From now on, it is a case 
of real ability, proper capitalization, sound business 
judgment, and honest products properly merchandised. 
When radio dealers, long in the business, and when the 
personnel of leading radio companies, once more seek 
fundamental radio training, as they are now doing, we 
may be sure the industry is getting down to bedrock. 
A brighter day for radio is in sight.” 


January Department Store Sales Drop 


Merchandise stocks of department stores were 3 per 
cent less at the end of January than a year ago and 
sales during the month showed a decline of 4 per cent, 
the Federal Reserve Board announced today. 

Reports were rec¢ived from 628 stores located in 275 
cities for sales and 475 stores in 217 cities for inventories. 

Increases in sales were 6 per cent in the Boston district, 
3 per cent in the Richmond district and 2 per cent in the 
New York district, declines having been as follows: 
Philadelphia, 2 per cent; Cleveland, 9 per cent; Atlanta, 
13 per cent ; Chicago, 9 per cent; St. Louis, 12 per cent ; 
Minneapolis, 12 per cent; Kansas City, 8 per cent; 
Dallas, 11 per cent; San Francisco, 2 per cent. 

In the San Francisco district inventories gained 7 
per cent. There was no change in the Dallas district, 
while declines were shown as follows: Boston, 5 per 
cent; New York, 4 per cent; Philadelphia, 10 per cent; 
Cleveland, 5 per cent; Richmond, 3 per cent; Atlanta, 
7 per cent; Chicago, 1 per cent; St. Louis, 4 per cent; 
Minneapolis, 17 per cent; Kansas City, 2 per cent. 
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Amnerican Swiss Pleoo a a dealer 
Rens 

pact Here is jctays 
oo AMERICAN SWISS 
socket wrenches. A glance 
at the margin shows the 
capacity of each wrench— 
and makes selection easy 
for the mechanics. 


Manufactured both in 
straight and bent types. 


One of the full line of 
quality American Swiss 
mechanics’ hand tools—a 
profitable line for any 
dealer to handle. 


A Fuli Line . | Write for catalog and 


HAND Toes price lists. 





American Swiss File & Tool Company 
400 Trumbull St. Elizabeth, N. J. 


ERICA 


THE BEST pe 


SwisS 


files.. mechanics’ hand tools..knurls 














FANS— 


MILLIONS OF THEM 


Golf fans—base ball fans—boxing fans—we're 
a nation of fans. Twelve months a year— 
every day in each week—we’re interested in 
sports, and twelve months a year we create a 


demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We’re constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we're keen- 
ly interested. 


In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 


Hardware Age 
239 W. 39th St. 
New York City 














You Cannot Retail a Better 


Electric Soldering Iron 
For $2.95 


The same quality that put our ESICO 
“Constant Duty” industrial irons to 
work in the United States Navy, and 
in use in practically all the large radio 





and electrical factories, is also found 
in this smaller, one-lb. tool for industrial 
and home use, known as 


ESICO 


y (Reg. U. 8. Pat. Off.) “JUNIOR” 


This quick-heating Soldering Iron has many sales fea- 
tures: Case is one-piece Blued steel—no loosening of 
parts. Copper tips are forged and easily replaceable— 
no need to buy new iron. Heating element is grade “A” 
Nickel Chrome wound on highest quality mica insula- 
tion. Handle is rich, dark mahogany with anti-heat 
feature. An 85 watt tool. Packed six in individual 
boxes, or 3 in boxes and 3 on display card. Liberal 
profit. Ask your Jobber or write to us direct. 


Electric Soldering Iron Co., Inc. 
135-143 W. 17th St. New York, N. Y. 


Mfrs. Exclusively of High Grade Soldering Irons 
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LIGHT ELECTRIC ELEVATORS 


Kimball Light Electric Elevators operate at 
a low cost. There is a light electric built for 
your requirement as to size, speed, etc. 

Write for particulars on these machines. 
They come sawed, drilled, fitted, ready for 





assembling. 
KIMBALL BROS. CO. 
1117.4] Ninth Street COUNCIL BLUFFS, IOWA 
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Backed By 33 Years 


Experience 


“Practice makes per- 
fect” and we believe 
that our long ex- 
perience in the 
manufacture of 
Rubber Products is 
one reason why 
‘SLiIPkN OT’ 
Friction Tape is as 
nearly perfect as 
any brand sold at 


about the same 
price. 
We guarantee 


SLIe KNOT” 
to stick—to be free 





dry out, and to give 
good satisfaction. It 
sells well. 


The 1, 2, 4 and 8 oz. 
rolls come in at- 
tractive Orange and 
Blue packages. 
Counter Display Carton for 1 and 2 oz. rolls. 


SOLD THROUGH JOBBERS 


eS os 
SLIPKNOT 
FRICTION TAPE 
ee ee 





Also manufacturers of Rubber Heels, Composition Taps, Plymouth 
Rubber Bands 


Plymouth Rubber Company, Ine. 
1000 Revere St. Canton, Mass. 








Osborne High Grade Punches 





Arch Punches 
Revolving Punches 


Belt Punches 
Spring Punches 


A varied and attractive line for the Hardware Trade. 


Also 


Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 


Tools. , 
The above tools will please your customers, as well as our 


famous Round and Oval Punches. 
Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 
We stand back of every tool we make. 


Write for Catalog. 


Cc. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 


Try us. 

















BF IALEGEM PRODUCTS 





OF INTEREST TO THE HARDWARE DEALER 


CAMBRIA FENCE & BETHLEHEM STEEL FENCE POSTS 
WIRE — Barbed, Barbless, Twisted; Processed, Bright, Galvanized 
NAILS—Cement-coated, Bright, Blued, Galvanized 
STAPLES — BALE TIES — BOLTS — NUTS — RIVETS 


Bethlehem Steel Company, General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Baltimore, Washington, Atlanta, 
Pittsburgh, Buffalo, Cleveland, Cincinnati, Detroit, Chicago, St. Louis. 
Pacific Coast Distributor: 


Pacific Coast Steel Corporation, San Francisco, Los Angeles, 
Portland, Seattle, 


Honolulu. 








SR TO LEE 


American Screw Package 


American Screw Co., Providence, R. I., is now marketing 
the ten leading sizes of its screws in individual packages. Sixty 
of these packages are placed in each carton, and there are six 
packages of each size. 





The carton in which these individual packages are packed 
may be used for display purposes. With the new packages the 
old counting and packing that was necessary with each sale of 
screws is done away with. Each package has an illustration 
showing the size of the screws contained in it. 


Tool Window Displays 


From Finland 
(Continued from page 76) 


are quite different here, we always get a lot of valuable 
help and ideas out of your publication. 

“One of our directors, Mr. Peter Starckjohann reads 
also with special delight the wonderfully clever articles 
by Saunders Norvell, who, it strikes us must be an 
exceptionally versatile man, whom it would be a delight- 
ful pleasure to meet. 

“We have a retail and wholesale business established 
in 1868 selling practically all over Finland, not only 
hardware, building materials and tools but also machines, 
household articles, crockery, glass, etc. We also have 
a considerable turnover in metals of all kinds, steel 
girders, cement coal and coke. 

“A business in a small country like ours, in order to 
reach a turnover, cannot be so specialized as in a big 
country. These two pictures are of window displays 
used recently in our retail hardware store, made entirely 
of metals and tools—the towers chiefly of tinbars. The 
old principle of not spoiling any of the articles used as 
exhibits was followed right through. Both of these 
windows have great local interest, one being a reproduc- 
tion of an old tower of our railway station and the other 
of an old tower of the sixteenth century.” 


Two men left a banquet together; they had dined ex- 
ceptionally well. “When you get home,” said one, “if 
you don’t want to disturb your family, undress at the foot 
of the stairs, fold your clothes neatly and creep up to 
your room.” 

The next day they met at lunch. 
on?” asked the adviser. 

“Rotten!” replied the other. “I took off all my clothes 
at the foot of the stairs, as you told me, and folded them 
up neatly. I didn’t make a sound, but when I reached 
the top of the stairs—it was the ‘L’ station.” 


“How did you get 
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PORTER'S ¢ 


Nut Splitters Bolt Clippers 
Porter’s Tools are 


Chain Cutters Shear Cutters jonabic, durable 


: and rugged. The 
On battered bolts and nuts there is teneer Gaaieae 


no need for one man holding the bolt bolts up to 3%” 
head while another tries loosening and soft rods up 
the nut! It is wasting time, labor and te % = po 
money! cut case hardened 

Get out the Porter Nut Splitter, chain up to 4” 
place the rugged cutting jaws on the 2 1 a 
nut and squeeze the handles. Off flat aa a 
comes the nut in a jiffy and the bolt wire rope. 
isn’t harmed. 

On body, chassis or fender bolts 
and tie rods, too stubborn to remov >, 
use a Porter Bolt Clipper. A fev 
seconds do the trick. 

Don’t saw or chisel chain, use a 
Porter Chain Cutter. Easy! Quick! 


Write for illust: ated folder, or see 
Porter ‘Tools at your jobbers. 


H. K. PORTER, INC., {Ashland S« 











The 
Acknowledged 
best and most 

practical 
Traveling-Hanger 
for Women 
and Men 





The extra-special 25 Cent Article with a large 
profit. 

1 Carton containing one dozen (5x10x2 inches) 
Sample cases of 50 dozen Cartons (22x15x22 
inches), Gross weight 58 kilos, Net weight 48 
kilos, including packing f.o.b. Hamburg. 
Measurements of Hanger: Open 16.5 inches, 
Closed 9 inches. 


SINRAM & WEND - Hameln, Germany 


Founded 1899 




















Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 


covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and Foreign. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 

Department Stores an ee and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oi] and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners —— Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work an 
also a helpful guide for salesmen’s calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 

















carriace fi Pa 


Packaged 
Right 


for your convenience! 


ALL OUR BOLTS ARE PACKED IN 
STURDY CARD BOARD BOXES AND 
PACKAGES. THEY ARE CONVENIENT 
TO HANDLE AND STACK WELL ON YOUR 
SHELVES. EACH BOX PLAINLY MARKED 
WITH ITS CONTENTS. 
OUR PRICES ARE 
RIGHT AND DELIV- 
ERIES EXCEP- 

TIONAL / 


76 YEARS BACK 
OF EVERY PIECE 
PRODUCED. 





BrosRour(h_ 


Studebaker Ave. 


Gum MILLDALE, CONN: Ges 
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Holds the Tree Steady as a Flagpole 
The Northland ; 


ru 9S ae d Vat Zz 
The heavy wide spread ~ yi” 


| me 
iron braces afford safety. 
There’s no assembling. 
May be used also as a 
flower stand. Bronze 
lacquered cup, full quart 
size acts as a drip pan. Finished in green and 
bronze. Packed 6 to a carton. Shipping weight 
36 lbs. per dozen. 


TWIN CITY IRON AND WIRE CO. 


21 to 35 West Water St. Saint Paul, Minn. 











A pair weighs only six ounces! 


YELLOW JACKET — 


ALUMINUM FOLDING SHOE TREES 


Eachtree when folded takes uponly 2x 3x Sinchspaceina 
traveling bag. Quickly and easily adjustable to fit any size 
shoe. Made of aluminum, they do not absorb perspira- 
tion odors nor moisture from shoes that are 
damp. Hollow,open-bottom form allows shoe , 
soles to dry quickly. 

They cannot chip or split, and are 
good for a lifetime of service. 
The modern ideain shoetrees. 


Hardware dealers are 
invited to write for 
prices and details. 


PAUL & BEEKMAN 
MFG. CO. 
4250W issahickon Ave. 
Philadelphia, Pa. 































Style B 


CAROLUS CUTTERS 


Cutter with the added 


ture an 


CAROLUS MPG. CO. 
Sales Representati 

















Best for the Farmer and 
Best for the Dealer 













ARMERS pre- . GEESE, 
F fer Hall Fence : — = A (= 
Stretchers because they 









stretch more wire in less time. Thou- 
sands of these stretchers are in use today. 2 |] 
Dealers everywhere recognize them as a 
good line to handle, as sure-fire profit-makers. 
Our complete line enables you to sell your cus- 
tomers just the fence stretcher they prefer. 

HALL MANUFACTURING CO., Cedar Rapids, Iowa 





Commercial Traveler Comments 
on Chains 


“Brother are you awake? Do you realize that within 
a very short time that you and your dealers may be 
working for the chain gang. And that isn’t all either. 


| Your sons and daughters may also be doing the same 








| found them to be more than true. 


thing, what a fine rosy future to look forward to. 
“Don’t go away now—whatever success that you may 
have earned in this game came from your friends the 
INDEPENDENT RETAILERS. If all of us were put 
together there would be quite a large army and if we 
belong and are accepted in this great game of selling 
let us prove to our friends the INDEPENDENT RE- 
TAILERS that we are for them by spending our money 
with them. All of us should have a host of good friends. 
Prove NOW your ability as a REAL salesman and sell 
these friends on what you know to be the TRUTH re- 
garding this great question of this present day. It is all 
too true that some of our retailers are responsible for 
the rapid growth of the chain stores, and had the chain 
been fair and honest in their dealings with the con- 
sumer they might of had us chained hand and foot be- 
fore we knew what it was all about, without a struggle. 
I really do not agree with some of the language that 
Henderson is using in his fight for our friends the re- 
tailers, but I do believe that his whole heart and soul 
is being put into this fight against these ‘daylight 
burglars,’ as he calls them. Men, we can and we must 
prove now that we are not quitters when it comes to 
putting some thing over for the good of all people. I 
have recently done some checking regarding the stories 
of cheating, misrepresentation, etc., in this state and 
You too can satisfy 


| yourself as to what you hear over your territory and 





then put your whole heart and soul into this battle. Com- 
mercial men are usually good spenders as well as good 
providers. The amount of money that we put into cir- 
culation each year is not to be sneered at, so stop and 
think ‘brother’ the next time that you are about to spend 
in a chain store some of that good money the dealer 
friend of yours has helped you to make and let us try to 
live up to that motto. C. E. CAMPBELL. 
“Well done.” 


Is Theo. Crowell the Oldest Hardware 
Age Reader ? 


For fifty-five years Theo. Crowell has been a weekly 
reader of HARDWARE AGE and its forerunner the Hard- 
ware Section of The Jron Age. We believe this estab- 
lishes a record and are naturally proud to have been able 
to render such a constant useful service to Mr. Crowell, 
who since 1886 has operated his own business as The 
Theo. Crowell Hardware Co., Kane, Pa. His previous 
hardware experience was from 1875 to 1880 with Jos. 
Byrne & Co., 55 Fulton Street, New York City; from 
1880 to 1883 with A. R. Whitney & Co., 56 Hudson 
Street, New York City and from 1883 to 1886 with the 
Portage Iron Co., Duncansville, Blair County, Pa. 

Has any other reader of HArpwWAreE AGE a longer 
reader record? 

Let us know. 
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Washington News Notes 
(Continued from page 83) : 
| The Most Complete Line 
The machine knife manufacturers’ industry has been on the Market 


authorized to hold a trade practice conference with the 
Federal Trade Commission. 
determined for the meeting, but Commissioner Charles H. 
March has been named to preside. Approximately 80 per 
cent of the industry, on a basis of production, will be rep- 
resented. 
in woodworking machinery, machinery for cutting paper, 
leather and rags, and metal cutting shears. 





While postal receipts at 50 selected cities throughout the 
country for February, 1930, showed a decrease of 1.78 per 


This industry manufactures machine knives used | 


No time or place has been | 


cent under those for the corresponding month in 1929, the | 


daily average for last month was $34,842 greater than for 
January, according to the Post Office Department. Total 
postal receipts for February, 1930, amounted to $29,457,- 
462.92 as against $29,992,624.37, in February of last year, 
a decrease of $535,161.45. The five leading cities with 
their percentage of increases were: Syracuse, N. Y., 16.30; 
Dayton, Ohio, 15.25; Des Moines, Iowa, 10.55; Hartford, 
Conn., 6.62, and Springfield, Mass., 5.56. 





New aluminum produced in the United States during 
1929 amounted to 225,000,000-Ib., valued at $51,864,000, as 
compared with 210,000,000-lb., valued at $47,899,000, pro- 
duced in 1928, according to a statement of the Bureau of 
Mines. 


January shipments of enameled sheet-metal ware were 
332,092-doz., valued at $1,149,126, as compared with 391,- 
523-doz., valued at $1,160,801 in December, according to 
reports received by the Department of Commerce from 16 
manufacturers, comprising 80 per cent of the industry. 


January shipments of galvanized sheet-metal ware were | 


183,896-doz., valued at $644,192 as compared with 133,174- 
doz., valued at $435,726 in December, according to reports 
received from 14 concerns, comprising a large proportion 
of the industry. 


WasuIncTon, March 4.—Iron and steel production in 
January of the current year took the index number of 99 
as against 90 in December and 117 in January of last year, 
using 1923-25 as 100, according to a statement issued by 
the Department of Commerce. Unfilled iron and steel or- 
ders in January of the present year took an index of 90 
as against 87 in December and 86 in January of last year. 

Industrial output during January after adjustments for 
seasonal variations showed a gain over the preceding month 
but was lower than a year ago, according to the weighted 
index of the Federal Reserve Board. Manufacturing pro- 
duction was likewise greater in January than in December 
but was lower than in January, 1929. The production of 
minerals showed declines in January from both the previous 
month and the same month of last year. 

The general index of commodity stocks at the end of 
January was greater than a year ago, the increase over 
last year being solely due to larger holdings of raw ma- 
terials. Manufactured goods in the hands of manufacturers 
were held in smaller quantities at the end of January than 
at the end of the corresponding month of the preceding 
year. 

Unfilled orders for manufactured goods at the end of 
January showed gains over both the preceding month and 
January, 1929. As compared with the previous month all 














VAS TIEATERS 


——IHETHEER OF AN OPEN FIRE-THE BEAUTY OF FI 


REZNOR MANUFACTURING CO., MERCER, PA. 























— LEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 





Sample free 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 








SOLDERING LUGS— 


All Styles, Sizes, Quantities 


SEAMLESS TUBING— 


Lengths and Coils 


We want to quote where quality counts 


_WOLVERINE TUBECO., 


Keay BRASS & ALUMINUM 








SEAMLESS COPPER Ri 


1487 Central Ave. Detroit, Mich. 




















Waits for Water 
System Catalog L, 
which gives com- 
plete information 
on Deming Shal- 
lowandDeepWell 
Water Systems. 


THE DEMING CO. 


SALEM, OHIO + Est. 1880 


DEMING 







Deming 
“Marvel” 
Shallow Well 
Water System. 
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5G pects fit 



















Co These Garden Trowels 
Window Screen Give Real Satisfaction 
an 
Screen Door Ends of handles sre rounded rnd smooth. 
Hardware They will not blister the hand. Attractively 
ne lacquered in blue—perfectly balanced. Points 
ie ground Made of one-piece steel. Built to 
_— withstand rough treatment. 
[Lawn and Stocked | adi a" 
G 1 Stockec iy ieading jobbers everywhere. 
den T Write fcr prices and catalog of many other 
Corn Huskers Kees Building und Hardware Specialties. 
and many other 
Profitable F. D. KEES MFG. CO. 
Specialties . 
wit Beatrice Nebraska 











Nation-wide popularity plus national ad- 
vertising is the combination that “looks 
good” to Iver Johnson agents. 


Send for Proposition C on 


IVER JOHNSON 


Bicycles, Velocipedes and Juniorcycles 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


Ogden, Utah 


New York 
2327 Grant Ave. 


Chicago 
151 Chambers Street 108 W. Lake Street 


San Francisco 
717 Market Street 


YERS Cre’ 
ST 


1 MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—te 
ible a jent for clerks and stock men 


























Ht make i n 
to handle with absolute safety—to insure quick service for 
[| wholesale or retail trade—install one or more 
~ MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips. rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strenyth for 
safety, convenience and efficiency. One style only—neat of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


MEF E.MYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 























IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 


Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
_ FORT WAYNE, IND. 














groups for data were available showed larger orders. Con- 
trasted with a year ago unfilled orders for each group were 
greater in January, except in textiles, which declined. 


Wasuincton, March 4.—In a decision made public yes- 
terday the Interstate Commerce Commission affirmed a 
previous report holding that the railroads had justified a 
proposed rule for stopping carloads of scrap iron or scrap 
steel in transit for handling, sorting and storing at Minne- 
apolis, Minnesota Transfer and St. Paul and reforwarding 
to Duluth and Steelton, Minn., and Superior, Wis., on a 
basis of through rates plus 2.5c. per 100.lb. Protests against 
the proposed rule were filed by fhe Duluth Chamber of Com- 
merce and scrap dealers located at that point. Their 
primary contention was that no adequate policing provisions 
are provided to prevent substitution” of tonnage for the 
purpose of defeating the rates from origins other than 
those covered by the tariff. The points of origin involved 
in the case are in South Dakota, southern Minnesota, the 
northwestern portion of Iowa and Ludden and Oaks, N. D. 
The commission claimed that the tariff does carry provi- 
sions which afford ample policing facilities to protect de- 
fendants from manipulation of the transit arrangement. 
Commissioner Meyer prepared a dissenting opinion joined 
in by Commissioners Aitchison and Woodlock. Commis- 
sioner Eastman also dissented. 


Federal Reserve Board Reports January Wholesale 
Trade 


Increases in some wholesale lines and declines in others were 
recently reported by the Federal Reserve Board. The report, in 
part, follows: 

“Reports to the Reserve system by wholesale firms indicate 
that sales in January were larger than in January a year ago 
for agricultural implements and silk goods, about the same for 
groceries, and smaller for meats, dry goods, shoes, hardware, 
drugs and furniture.” 

Declines from last January by lines of trade were: 

Shoes, 19 per cent; dry goods, 17 per cent; hardware, 15 per 
cent; drugs, 13 per cent; meats, 2 per cent. 

Complete figures were not available for furniture, but there 
were declines of from 11 to 21 per cent in the Atlanta, Chicago, 
Kansas City and San Francisco districts, and an increase of 2 
per cent in the St. Louis district. 

Agricultural implements in domestic sales showed an increase 
of 18 per cent. 

Hardware sales declined 10 per cent in January as compared 
to December. In the grocery trade there was a gain of 6 per 
cent; meats, 3 per cent; drugs, 11 per cent, and agricultural 
implements, 36 per cent. 

Stocks of goods in January showed declines as compared to 
January, 1929, of 3 per cent for groceries, 5 per cent for dry 
goods, 1 per cent for hardware, and gains of 7 per cent for shoes, 
5 per cent for drugs and 12 per cent for silk goods. 


Bank Debits Drop 17 Per Cent Below Preceding 
Week’s Total 


Debits to individual accounts, as reported to the Federal Re- 
serve Board by banks in leading cities for the week ended Feb. 26, 
which included but five business days, aggregated $12,748,000,000, 
or 17 per cent below the total reported for the preceding week 
and 21 per cent below the total reported for the corresponding 
week of last year, which also included but five business days. 

Aggregate debits for 141 centers for which figures have been 
published weekly since January 1919, amounted to $12,047,000,000, 
as compared with $14,507,000,000 for the preceding week and 
$15,442,000,000 for the week ended Feb. 27 of last year. 
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KANT LINK 


SPRING LOCK WASHERS 
DONOTTANGLE DONOTRUST 


Made and sold under license 
by the Kantlink Manufacturers: 
The American Nut & Bolt Fastener Co. Beall Tool Co. 
Pittst h, P. yl i East Alton, Il. 
The National Lock Washer Co. 
Newark, N. J., Milwaukee, Wis. 
The Reliance Manufacturing Co. 
Massillon, Ohio 





The Mansfield Lock Washer Co. 
Mansfield, Ohio 
The Positive Lock Washer Co. 
Newark, New Jersey 


PAY THEIR COST IN TIME SAVED- SOMETIMES MORE | 








SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


Netw) = OO). 9B) 


SAMSON SPOT, PHOENIX and SACHEM brands 
Cr Yo oeitietiertakedertlitanlaicnetastaticl atts 


“There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 








THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia. 








POULTRY SHEARS 


Best 
Qualities 








All quantities 
delivered at the 
shortest notice. 


IMPORTERS Wanted. 


AUGUST BRECHER 


Solingen 3 Kornerstrasse 72 















Western Factory—Dayton, Ohio. GERMANY 
FAVORITE CLOTH 
Announces The New Ambassador and The Aris- AND WIRE 
tocrat ... representatives of the new Favorite line 
of modern gas ranges. PRODUCTS 


Quick selling designs in lovely pastel shades. 
Prices to meet’ anyone’s pocketbook. 


Write for information on our merchandising plan 
. . a profit builder for every hardware merchant. 


The Favorite Stove and Range Company 
PIQUA, OHIO 


RANGES 





“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 


Write for Folder 83-B 
BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons)’ Est. 1869 


518 Terrace Buffalo, N. Y. 

















Multiplying 
a Good Thing 


After you have read 
Hardware Age what do 
you do with it? Why 
not let others in on the 
good thing? If you are 
a store executive it will 
help your business as a 
whole. If you are a 
buyer it will help your 
department. 


Hardware Age 








239 W. 39th St. 
New York City 














¢ Line of Better Pipe Tools 
| This 3-wheel Barnes type is especially 








| Improved ‘*Barnes”’ Type Pipe Cutter 
ARMSTRONG BROS. 


| from the 














adapted to work where the cut- 
ter cannot be revolved en- 
tirely around the : 


Bodies of Certified Malle- 
able Iron—Pins of carefully 
hardened tool steel. Wheels 
of special Alloy Tool Steel 


—Improved Knife Blade 
Design — Cut faster, last 
longer. 





Write for ARMSTRONG BROS. TOOL CO. 
amg “The Tool Holder People” 


314 N. Francisco Ave., Chicago, U. 8S. A. 
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CLASSIFIED OPPORTUNITIES 











CLASSIFIED ADVERTISING 





cents per insertion. 











Use the “Classified Opportunities Section” to reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


RATES apply to “Business Opportunities,” ‘Sales GB ath. cccsccecs és eesess eee eee e $5.00 
Accounts Wanted” and “Sales Representa- Each additional inch..... ccccccces 4.00 
tives Wanted” Advertisements, 
Positions Wanted and Help Wanted . ER EERE m Discounts for Classified Advertising 
, ' Set Solid, Minimum of © fines. ....% $3.00 4 insertions, 10% off; 8 insertions, 15% off 
advertisements at Special Rate of Each additional line............ -60 
‘ HARDWARE AGE is published each Thursday. 
one cent a word, minimum fifty All Capitals, Minimum of 5 lines.... 4.00 Forms close Nine Days previous to date of 
, Each additional line............ -80 publication. 


Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 











Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 




















POSITIONS WANTED 


SALES ACCOUNTS WANTED 











HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BEVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR THN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 














Established Corporation 


located in the Hardware District of New York is in the 
market for additional hardware lines for the Hardware 
Trade. At present is selling seasonable merchandise. Have 
fair warehouse space for handling stock. Address Box 
7369-A, Care of Hardware Age, Otis Building, Chicago, III. 





























Manufacturer’s Representative . 


We call on the hardware and housefurnishing trade in 
the state of Michigan. We represent only high grade 
products backed by reliable companies. If you desire that 
kind of sales service in our field, address Box I-751, Care 
of Hardware Age, giving full particulars. References 
exchanged. 

















SALESMAN: Thirteen years’ experience. Acquainted with wholesale, 
retail and industrial trade in Western Pennsylvania, Ohio, West Virginia, 
Western Maryland and Northern Kentucky. Now district manager for 
national concern. Located Pittsburgh. Desire position as assistant or 
sales manager, or will represent good strong line in this territory. Ad- 
dress Box I-741, care of Harpware AcE, New York, N. Y. 





BUILDERS’ HARDWARE MAN who can figure Corbin or Russwin 
hardware from plans wants position as manager or assistant manager of 
Builders’ Hardware Department. Have had experience in both wholesale 
and retail, and can furnish A-1 references. Age 26, married and now 
employed. Address Box I-694, care of Harpware Ace, New York City. 








POSITION DESIRED in western or central New York State, as sales- 
man, buyer, or manager, by married man with thorough experience in 
hardware, housefurnishing, and paint lines. At present employed, but 
anxious for greater opportunities. Best of references furnished. Address 
Box 1-749, care of Harpware AGE, New York City. 





HARDWARE MERCHANT—For the past 25 years engaged in retail 
business, selling Hardware, Housefurnishings, Paints, Electrical and Radio, 
is about to sell his business. Would like to locate with an organization 
where varied retail merchandise experience would be of real value. 43 
years old, Gentile, clean habits. Widower with four children. Must locate 
in East Pennsylvania. Address Box 1-748, care of Harpware Ace, New 
York City. 





THOROUGHLY experienced Builders’ Hardware man, desires to repre- 
sent a manufacturer. Capable of taking charge of Builders’ Hardware 
Department. Address Box I-737, care of Harpware Ace, New York City. 


BUSINESS OPPORTUNITIES 








FOR SALE. Hardware and furniture store doing $75,000.00 to $80,- 
000.00 business in coming West Texas town. Inventories about $30,- 
000.00 merchandise and $8,000.00 fixtures. Good location and long leases. 
If you have the money this is an opportunity worth investigating. Reason 
for selling—other interests. Address Box 7368-A, care of Harpware AGg, 
Otis Building, Chicago, Ill. 





FOR SALE—Retail hardware business in small town in Orange 
County, New York. Inventory about $6,000. Address Box I-735, care 
of Harpware Acs, New York City. 


a 











SALESMEN with ten years selling acquaintance in hardware and 
department store trade desire additional lines of merit with consumer 
acceptance. We cover Greater New York, New Jersey, Pennsylvania, 
Maryland, Delaware, Virginia, West Virginia and District of Columbia. 
Only responsible manufacturers lines desired. Cutlery and electrical ap- 
pliances considered. Address Box I-747, care of HarpwareE AGE, New 
York City. 





ADISITIONAL lines of merit wanted by an aggressive sales organization 
travelling three men in the states of Indiana and Ohio. Large following 
among the outstanding hardware jobbers and retailers. 15 years’ experi- 
ence. Address Box I-746, care of Harpware Ace, New York City. 





AGENCIES WANTED for Greater New York by salesman calling on 
the Jobbers and Chain Stores in the Hardware, Cutlery and House- 
furnishing Line for over 10 years. Have large following among the best 
trade. Address J. Lubow, 16 East 17th St., New York City. 


SALES REPRESENTATIVES WANTED 


, ; = 

Sales Representatives Wanted 
3y manufacturer of hardware specialties on a 15% com- 
mission basis. Territories all over the country open for 
salesmen working the retail trade intensively. Among 
these sections open are the Pittsburgh, Philadelphia and 
New York City districts, Pennsylvania and New Jersey. 
Give full details regarding territory, lines carried, etc., in 
your first letter. Address Box I-745, Care of Hardware 
Age, New York City. 




















BUILDERS’ HARDWARE 


Manufacturer of lock sets and standard door and window 
hardware. State territory now covered and lines carried that 
require you to call on builders’ hardware buyers. Experience 
and acquaintance necessary. Commission basis. Address Box 
1-738, care of Hardware Age, New York City. 

a 
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CLASSIFIED OPPORTUNITIES 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





SCREW-HOLDING SCREW DRIVER! Amazing new patent! Fac- 
tories, garages, electricians, mechanics, auto, radio, owners, buy on sight! 
Removes, inserts screws instantly! Your profit 75c. each, EXCLUSIVE 
territory. FREE trial offer! Millenco, 1557 Spring Lane, Boston, Mass. 





WANTED-—Salesmen calling on Hardware stores, house furnishing 
trade, department stores and Jobbers to handle as side line our braided 
Novelty rugs, large commission. Wilkens Manufacturing Corporation, 
White Plains, New York. 





BUILDERS’ HARDWARE Manufacturer requires experienced sales- 
man for Metropolitan Territory to sell full line on liberal commission. 
One who has represented jobber or acquainted with the hardware trade 
adjacent tu New York City preferred. Address Box I-730, care of Harp- 


SALESMAN WANTED-—Side line, to sell high grade line of toy 
vehicles to hardware dealers, retail hardware and furniture stores. Liberal 
commission on sales in exclusive territory. P.O. BOX No. 511, Sheboygan, 
Wisconsin. 


warE AcE, New York City. 








WANTED by manufacturer of complete line of builders’ hardware and 
other specialties, a representative for Eastern Canada including Ontatio, 
Quebec and maritime provinces, to sell on a commission basis. Address 
application to Box I-701, care of Harpware Ace, New York. 


ROPE SALESMEN WANTED—100 per cent pure Manila rope 17c. Ib. 
basis. Fast selling side line, five per cent commission. NITED FIBRE 


COMPANY, 82 South Street, New York City (Foot of Wall St., and 
East River). 








LUSTROUS Aluminum Stove Pipe beautifies a gas stove, and lasts a 
life-time. Every stove dealer a prospect. Territories open. McCarthy 
Mfg. Co., Pear Ave., Cleveland, Ohio. 


AGENTS WANTED in United States and Canada for two Hardware 
specialties. Address Box I-750, care of HARDWARE AGE, New York City. 














WHERE BUYERS and SELLERS MEET 


Hardware Age is the 
authoritative nationa 
hardware paper and is 
read by dealers and 
jobbers in all sections 
of the country. 


HEN you are in the market to buy or sell a store, to secure help or a position, 
or to secure sales representatives or a sales account, look over the offerings in 
the Opportunity Exchange section of Hardware Age. If you don’t see just what you 


want, ask for it as there is always some one who will be interested in your proposition 
Rates on Request 


Opportunity 
Exchange Dept. 


HARDWARE AGE 239 W. 39th Street, New York 











SALES REPRESENTATIVES WANTED 


In a recent issue of this paper under the classification 
of ‘Sales Representatives Wanted” were twelve dif- 
ferent advertisements for salesmen calling on the re- 
tail hardware trade. 


It looks as if hardware concerns knew where to “go! 
for hardware salesmen, doesn't it? 


And by this same reasoning it looks as if these con- 
cerns reckon that men know where to ‘go’ to find 
these opportunities. 


It’s a good paper that serves the trade ‘“‘both ways,” 


isn't it? Try it and see. Address— 


HARDWARE AGE, 239 West 39th St, New York 
“Classified Opportunities Section 
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HAND POWER 
ELEVATORS 


These smooth running 
Kimball machines of 
which there are thou- 
sands in successful op- 
eration come sawed, 
drilled and equipped 
with all fittings ready 
for instant installation 
by anyone handy with 
saw and hammer. 
Roller bearings and 
high leverage ratio 
make this one of the 
smoothest, fastest hand 
power machines on, the 
market... . .-- _ 
Write for Hand ri er 
Elevator Folder. 


Kimball Bros.Co. 


Builders of Elevators for 46 Years 
1117-41 South Ninth St. 





ELEVATORS _ 
Council Bluffs, Iowa we S 


oe { ot 
2-29 Ce aeot he ‘ 
fru TT tees yy 
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A little giant -safe, 
efficient aud fool- 


proof, easy to install 
i x si 























Every Home 
Needs Them 





grade steel. 





APPLYING 


21 Pearl Street 









DOMES °f SILENCE 


Save furniture, carpets and floors. 
Beautifully finished and correctly shaped. 


Seventeen years of constant sliding service without a 
complaint. 
direct. 


If your Jobber cannot supply you—write us 


They Slide 
Softly and 
Silently 


Made of highest 














MADE Ie Siz 
FOR att Fu MATURE 








We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, Upholstery Nails, etc. 


DOMES OF SILENCE, 


The Package 


INC. 


New York City 














IMPROVED 


‘SO-BOSS 


Cow- Hobbies 


N 














Sor GroatorProfits 


The new “SO-Boss” chain has short welded links pro- 
viding maximum flexibility and adjustment—new fast- 
ener is easy to operate and positively holds chain at de- 
sired tension until released—special burnishing provides 
smooth surface that cannot injure animal and new 
copper finish adds sales appeal. Ask your jobber about 
this new “‘So-Boss” or write us for information. 


Simonsen Iron Works 
Sioux Rapids, Iowa 





Crashing 
through on the 
trail of hack saw 


profits: —~ —, 

Backed by a sales plan that as- 
sures you of steadily increasing 
hack saw business from your 
own customers and prospects. 
Eager to drive in greater hack 
saw profits—these rangy Wolves 
of Lenox are attractively pack- 
aged in plaid. 

Get the details of this sales plan 

to-day. 


ay. 
“The Teols in the Plaid Bex." 


American Saw & Mfg. Co. 
Springfield, Mass. 
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Day after Day 


... Selling More 
and More Chain 


AY after day in hundreds of 

stores the Hodell Chainstore 
extends a compelling invitation to 
thousands of customers to buy 
chain. It’s new— it’s attractive— 
it’s compact, and because it puts 
chain out where the customer 
can see and buy, it’s selling 
chain — miles of it every day. 
e The Hodell Chainstore occupies 
only 2% square feet of floor space, 


and yet stocks and displays a com- 

















plete line of chain. Complete with 


your choice of four assortments— 
Metropolitan, Suburban, Country 
and Automotive. Get full infor- 


mation at once. Mail the coupon. 


SHS CALI PRIDICTS SY 


COOPER AVE., AND PENNA. 





CLEVELAND, OHIO 


posatcivothe 1 vias 

















I am interested in this new Name _ 
way of selling chains. Send 
. 8 Address 
complete information on 
the Hodell Chainstore. a as 
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Faets That 
Determine Profits 
1 The Sun-Red Edge is our trade-mark 


—our honor mark—and its red elastic 
enamel doubly protects edges of cloth 
from moisture which collects under 
nailing strip. 


@ Sun-Red Edge is the first and only 

Self-Measured screen cloth. Measure 
marked every six inches—accurate as 
a tapeline. 


3 Sun-Red Edge screen cloth is per- 
fectly woven with square, uniform 
mesh—only possible with wire that 
is drawn round and true. It is fur- 
nished in AluminA, Black Painted, 
and Copper-Bronze. 


In the painted cloth, Sun-Red Edge 
black paint is elastic and won’t crack 
off. It’s the paint that prevents rust. 


In AluminA Cloth, soft gray finish, 
Sun-Red Edge is electro-plated with 
10 heavy zine coats. It’s the zinc that 
prevents rust. Wears twice as long as 
the ordinary galvanized cloth. 


Sun-Red Edge cloth is furnished only 
in ONE-PIECE rolls of 100 feet. 




















can win a larger market and increased 
benefits in Screen Cloth Sales. Mer- 


This merchant is smiling because he has 
discovered how to buy and sell the Screen 





Cloth on which he can make money. 


He simply asks his jobber for the 


kind identified by the Sun-Red kdge 


. . and he enjoys convenience instead 
of grief, and profit instead of loss. 
Face the facts and find out how you 


REYNOLDS 
WIRE CO. 


chants are doing it every day selling 
the Reynolds line. Itincludes AluminA 
(which gives twice the wear of the ordi- 
nary galvanized kinds), Black Painted 
and Copper-Bronze. Write for infor- 
mation on our latest Selling Helps. 


DIXON 
ILLINOIS 


TRADE MARK REG.U. 
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